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A REPRODUCTION 
PATTERN 





The lovely Thread pat- 
tern, made by the original Rogers Brothers 
in the year 1847, has now been re-created 
for the fifth generation of American women 


in answer to a widespread demand. 


Thread symbolizes the traditionally 
fine quality and lasting smartness of all 


1847 Rogers Bros. patterns. 








BACKED BY NATIONAL ADVERTISING, Thread, and the 


six other active patterns, too, will be advertised this Fall in full pages or 
more in leading large-circulation magazines. 


AND REMEMBER 
CONTROLLED DISTRIBUTION on 1847 Rogers Bros. Silver- 


plate is the factor that is restoring the silver business to the legitimate 
retail merchant today. 





The quality mark of the Interna- Connecticut, only makers of 


tional Silver Company, Meriden, Original Rogers Silverplate. 
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NEW YORK, 9-19 MAIDEN LANE + + «+ = CHICAGO, MERCHANDISE MART 
SAN FRANCISCO, 150 POST STREET * « « §T. LOUIS, AMBASSADOR BUILDING 




















Order This Smart New Buckle Set For 
Summer Selling . . Other New Hot 
Weather Jewelry Items Are In 


Ane 












#53592 Yellow Gold Plated 
Buckle and Tie Holder Set 
$3.70 per set 









THE 
BENJ. ALLEN & CO. 
CATALOGUE 














The catalogue that hundreds of retailers consult constantly for the 
newest and best in jewelry merchandise. 


Turn to page 125 in YOUR copy of “The Jewelers’ Right Hand 
Man” for buckles and combinations. Study the entire catalogue for 
other profitable items for summer promotion. If you haven’t a copy 
of the Benj. Allen Catalogue, write for one at once . . . you wilk find 
it an indispensable guide to thrifty buying and successful selling, 


BENJ. ALLEN & CO., inc. 


The Silversmiths Building 
10 SO. WABASH AVE. CHICAGO, ILLINOIS 
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"Vews are only 
three things a dealer can do, basically, 
to run a profitable retail establish- 
ment,” says Don McAllister in the 
Westinghouse Line. 
First, he must advertise to bring 
prospects to his store where the goods 
are available. 


MEDICINE 


OS 





Second, he must display the goods 
attractively, and in quantities, so that 
their desirable features are in evidence 
or explained on the cards and signs 
in the display. 

Third, he and his sales people must 
be ready to furnish the additional in- 
formation which is lacking in the 
goods display. 

If these three things are well done, 
consistently, the operation should be 
successful—profitable. 

This is no trite formula for mak- 
ing retail profits, and of course, we 
are aware of the many contributing 
factors involved in a retailer’s success, 
but these are the things most often 
slighted or neglected completely. 

A store should be a sales-making 
machine. It has no other purpose. 


dd 

= travel in 
the United States should show sub- 
stantial improvement this year for 
several reasons,” says the Retail Bul- 
letin of the University of Michigan. 
(1) The fact that the U. S. dollar 
buys less abroad will tend to keep 
Americans at home again in 1935, as 


it did in 1934; (2) the increased sales 
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of automobiles in recent months will 
help to stimulate motor touring; (3) 
the low excursion rates and improved 
equipment offered by the railroads 
should result in more travel by rail; 
(4) Florida resorts report the best 
winter season since the depression 
started ; it is reasonable to believe that 


there will be a somewhat similar im- 


provement in those sections in the 


North and West. 


I. the customer 
who comes bearing a complaint an as- 
set or a liability? A surprising num- 
ber of companies look upon him as an 
asset according to Methods of Han- 
dling Customer Complaints, a report 
recently issued by the Metropolitan 
Life Insurance Co. According to this 
report there is a growing opinion that 
complaints, if correctly handled, may 
offer opportunities for selling the cus- 
tomer on the company’s service. It 
may suggest ideas for betterment of 
the product and service, or point the 
way to the development of new prod- 
ucts and uses. 

That philosophy, however, does not 
lead companies to encourage com- 
plaints. Modern management is seek- 
ing and finding many effective pre- 
ventive measures. Sales is one of these 
preventives. In educational efforts of 
this kind, the report points out, sales- 
men are taught to sell service as well 
as merchandise, to assist the customer 
in selecting merchandise suited to his 
needs, to refrain from overselling, to 
cooperate with dealers in moving mer- 
chandise, to make company’s policies 
clear regarding terms of order, re- 
turned goods, etc., to exercise extreme 
care in the mechanics of making out 
an order, and to refrain from making 
delivery and other promises that can- 
not be kept once they have been made 
in good faith. 
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The “silent complaint” is an impor- 
tant consideration in any discussion of 
customer grievances. The customer 
who drifts away for no expressed rea- 
son presents a more complicated prob- 
lem than the customer who is chronic 
in demanding adjustments. Mem- 
bers of the former group are more 
numerous; it is difficult also to trace 
the causes of misunderstanding. In- 
vestigations of these lost accounts 
have often revealed imperfections in 
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the dealer’s service or products that 
otherwise might not have come to 
light. 
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is an unfortunate epithet for the 
jewelers to have chosen,” says Arthur 
Haslam in an article in The Gemol- 
ogist. “It is like an Order of Merit 
of the second class, for it seems to 
imply a vast gulf between the first 
rank and the second; and when we 
choose a jewel, especially if we are 
making a present, we are apt, from a 
natural pride, to turn our attention 











exclusively to the precious stones and 
choose even a very small diamond, 
ruby, emerald, or sapphire, rather 
than have our gift associated with 
the derogatory description ‘semi- 
precious.’ 

“And so a great many gem stones 
of exquisite and peculiar beauty are 
most unworthily neglected and are 
seldom given the chance of being ap- 
preciated as they deserve. Ask the 
jeweler to show you some of these 
little-known beauties and see whether 
they do not shimmer and glow in the 
sunshine as pfeciously as they do in 
poets’ pages. Now is the time to 
make their acquaintance, for their 
merits are beginning to be recognized, 








they are to be seen more often in the 
windows of fashionable and eclectic 
jewelers, and soon their prices will 
rise to a level commensurate with 
their beauty. And then the epithet 
‘semi-precious’ will seem more inap- 
propriate than ever. 

“There are at least three semi- 
precious stones that challenge the 
most precious of all on its own 
ground, for they have that property 
of flashing out sparkles of colored 
fire which is generally supposed to be 
uniquely a quality of the diamond. 
They are the green garnet (or deman- 
toid), the sphene, and the zircon.” 


W. A. Sheaffer, 


head of the W. A. Sheaffer Pen Co., © 


Fort Madison, Iowa, urged industry 
to stay quality-minded instead of 
price-minded in its attempts to fight 
the way out of the current depression, 
in a luncheon talk recently before the 
Chicago Association of Commerce. 

He has found it possible to encour- 
age quality-mindedness with profit in 
his own business and believes it ap- 
plicable to other businesses by adop- 
tion of a selective profit-sharing plan 
under which salespeople are given a 
commission on sales of articles of bet- 
ter quality. 

“To sell a $1 pen to a person who 
can and probably would buy a $10 
pen is to help create unemployment,” 


he said, “because no one makes any- 
thing out of the cheaper article and 
circulation of money is checked if not 
halted. 

“The salesman is held down to a 
minimum salary, the retailer makes 





little if any profit, and the same is 
true of the distributor and manufac- 
turer, whenever a low-price article is 
sold. 

“To sell a quality article on a 
profit-sharing basis is to reverse the 
situation. All then will have and will 
spend more money and good times 
will be on the return journey.” 


Who receives the 
JEWELRY DOLLAR? asks Chas. 
G. Shultz, Philadelphia, Pa., in an 
article sent to THE JEWELERS’ Cir- 
CULAR-KEYSTONE, and he quotes the 
following figures: 
tn 1929 1n 1933 


Misc. Stores 18 .24 33% Increase 

Pawn Shops .14 -23 65% Increase 

JTEWELERS -68 .53 22% DECREASE 
$1.00 $1.00 





From figures in the Jewelers’ Circular-Key- 
stone, May, 1935 


“YES, Mr. Jeweler, oyt of every 
dollar spent for jewelry in 1929 
YOU rang up on your cash register 
68 cents. Out of every dollar spent 
for jewelry in 1933 YOU rang up 
only 53 cents. A decrease of 22 per 
cent. Also, remember that for every 
dollar spent for jewelry in 1933 
there was $3 spent in 1929. 


WHAT DOES THIS MEAN TO 
YOU, MR. JEWELER? 


“What can be done by jewelers to 
change this trend of a smaller part of 
the jewelry dollar for the jeweler? 

“Will the jeweler continue to al- 
low more watches, more diamonds, 
more clocks and more jewelry to be 
sold outside of the jewelry store each 
year? 

WHY IS THE JEWELER LOS- 
ING OUT IN HIS OWN LINE? 

“Ts the jeweler behind the times in 
his methods of selling? Has he lost 
his initiative? Are the other mer- 
chants giving better service? 


OR 
“Ts the jeweler at fault for buying 
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from manufacturers who literally 
scatter their products through every 
available channel? 
“What is 
Jeweler? 
“AND WHAT ARE YOU Go. 
ING TO DO ABOUT IT?” 


your answer, Mr, 


A record in watch 
repair service comes to light with a 
story told by Frank A. Bixby, jeweler 
of Ironton, Ohio. 

A leading citizen of the community 
stopped in the store not long ago and 
pridefully offered for inspection an 
ancient timepiece—an English lever 
manufactured in Liverpool. ‘That 
was my father’s watch,” he said. 





“You don’t see many like that now- 
adays, do you?” 

Mr. Bixby opened the case to in- 
spect the movement and was pleasant- 
ly surprised to find a jeweler’s mark 
showing that the watch had been 
repaired by his father 80 years ago, 
in October of 1854—the year when 
Edwin Bixby established in business 
in Ironton! . 

Rarely is it found that so long a 
period of service has been in the hands 
of but two generations of jewelers. 


A recent visitor 
to the shop of A. E. Smith, lapidary, 
in 1 W. 47th St., New York, found 
that gentleman grinding away at a 
blue stone, chuckling the while with 
what appeared to be undue amuse- 
ment over this sober task. Ques- 
tioned as to the source of his mirth, 
Mr. Smith sighed an answer. 

“See this sapphire?” 

He held up a gem of several carats 
which showed traces of engraving on 
its edges where the polishing was not 
yet complete. “Somebody had a blue 
eagle carved on it—the regular NRA 
variety—and now I’m taking it off. 
It was a pretty eagle, too. 

“Dust thou art, to:dust returneth,” 
said Mr. Smith philosophically, and 
returned to his wheel. . 
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A splendid argument 


against the sneers of cynics who claim 
that price-cutting is an inevitable evil 
is found in an incident related by a 
jeweler of Columbus, Ohio. In De- 
cember of last year a woman entered 
this store and laid a list of pieces in a 
popular pattern of sterling flatware 








on the counter before the salesperson, 
coming to a total of $110. Beside this 
list she placed $100 cash, and asked 
the clerk to wrap up the silver for her. 
Without a tremor, the jeweler polite- 
ly but firmly refused, explaining that 
it was impossible for any discount to 
be given. The lady gathered up her 
$100, and later the jeweler heard that 
her next stop was the next jewelry 
store which carried that pattern. She 
visited five stores in all, and in each 
the same drama was enacted, with not 
a single dealer having any knowledge 
of the shopping that she had been do- 
ing. Finally, she returned to the store 
she had come to first, and paid the 
right price, $110—for $110 worth of 
sterling silver. It is rumored that the 
dealer making the sale, when he heard 
the story of what had happened, took 
the $10 and gave a testimonial dinner 
to the other four, but we have been 
unable to verify this report. 


[., describing his 
travels in Northern Australia in the 
London Times, Sir John Kirwan 
gave considerable interesting infor- 
mation about the pearl fisheries of 
Broome, at which place, it will be 
recalled, was found the famous 
“Southern Cross” of baroque pearls 
consisting of nine separate pearls 
grouped in the form of a cross, 1% 
inches long. In connection with the 
product, Sir John says: 

“Before the depression caused lim- 
itation of the output of pearlshell, 
divers used to descend 20 to 25 
fathoms. Now they rarely go deeper 
than 12 or 14 fathoms. They no 
longer do much walking on the bot- 
tom, but are carried through the 
water in a chair under the boat. If 
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they see shell, they send up a signal. 
The boat is stopped and the divers 
pick up the shell. After a diver has 
signaled ‘up’ he is raised slowly. He 
is ‘staged’—suspended in mid-water 
—a few times to ease the blood pres- 
sure. Thanks to the care that is taken 
there has been a marked diminution 
in the loss of life among divers. We 
were assured that pearls constitute 
but a small percentage of the wealth 
of the pearling industry. As one man 
put it, ‘pearl fishing’ is not done at 
Broome. The industry is economi- 
cally organized for pearlshell. Pearls, 
when they are found, are perquisites 
—gifts from the sea. The demand 
for pearlshell has diminished. If the 
production was not carefully con- 
trolled, the market would be flooded 
and its value almost destroyed. 

“The ‘Southern Cross’ pearl is, of 
course, well known to the jewelry 
trade. It is now in the possession of 
Mr. C. Peto Bennett, of Lombard 
Street, and was exhibited, at Wem- 
bley in 1924 on the occasion of the 
British Empire Exhibition. Since 
then it has been seen at the British 
Industries Fair.” 








BUSINESS’ RESPONSIBILITY 





—“I would like to unmake some of the 
millionaires I have made.” 


—This tremendously significant statement 
was made recently by John Hays Ham- 
mond, one of America’s greatest engineers. 

—Mr. Hammond undoubtedly had in mind the 
sorry mess that many of our so-called “big 
business men” had made of the huge in- 
dustrial structure which has been developed 
in this country during the past quarter of a 
century. 

—Big business of itself is a fine thing—a 
natural concomitant of modern industrial 
enterprise and progress; but big business 
mauled and mangled by men whose main 
objective is finance, and not service, is a 
sad spectacle to contemplate. 

—No doubt NRA has had a sobering effect 
upon the business mind, and has saved many 
a good man from his feverish fancies. 

—Now that business is to be given another 
chance to govern itself, let us hope it will 
do so in all humility and with honest intent 
toward worker, stockholder and the public 
at large. 


President 
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NAaking the most 
of one’s time is a problem that most 
executives face these days. In Pitts- 
burgh, for example, many prominent 
retail jewelers have discovered that 
the noon-hour is likely to find more 
customers in the stores than at any 














other time during the day—hence the 
desirability of “grabbing a bite to eat” 
between 11 and 12 rather than from 
12.30 to 1.30. Husbands lunching 
with their wives and the noon-hour 
exodus from office buildings probably 
account for this condition. 

Most customers like to have “the 
boss” wait on them so the efficient 
thing to do is to be in the store when 
the largest number are to be served. 

Traveling men, for example, know 
that the hours between 10 and 12 in 
the morning and 2 and 4 in the after- 
noon are the most productive for 
making calls because the busy execu- 
tive must have time the first thing in 
the morning to go over the mail and 
late in the afternoon sufficient time to 
get mail signed and the desk cleared. 


Paul S. Hardy, 
president of the Hardy & Hayes Co., 
Pittsburgh, believes the retail jewelry 
code had many advantages and much 
to commend itself to the trade, but 
one of the weak points was the stag- 
gering of clerical help. “The retail 
jewelry code seemed to work out 
very well in Pittsburgh,” said Mr. 
Hardy, “and we are going to get to- 
gether and try to set up ways and 
means of retaining the worthwhile 
features. 

“The code did have some objec- 
tionable features and one of. these 
was the stagger system which- com- 
pelled clerks to come on duty at vari- 
ous hours during the day. Among 
our customers are many women who 
are personally acquainted with em- 
ployees and ask for them by name 
when they come to the store. If the 
clerk was not in, the customer would 
frequently leave and in many in- 
stances go elsewhere to make pur- 
chases.” 


rr 
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THIS JEWELER'S KNOWLEDGE 





An amethyst window display at the Vondey store which was both attractive and educa- 


tional. 
logical Institute of America. 


The plaque at the right is Mr. Vondey’s membership certificate in the Gemo- 











et ; . 
he secret of increasing 
the sale of diamonds and other gems can be found in a 
retail dealer giving educational shows or effective window 
displays,” says John F. Vondey. He is proprietor of the 
John F. Vondey Jewelry & Gem Shop, 310 East E St., 
San Bernardino, Cal., and he has had wonderful success 
in building up an envious business in precious and semi- 
precious stones. He has had greater success with zircons 
than with any other colored stones and finds the yellow 
brown and the reddish brown zircons (properly called 
hyacinths) especially saleable after he had developed in 
his potential purchasers an appreciation for them. 

“In giving these shows and window displays, much care 
should be taken in the arrangements of the jewels for the 
exhibit,” says Mr. Vondey. “All the gems on display 
must be genuine, with the several grades and quality of 
the stones being shown so the window shopper can be 
taught the differences as to size, setting, color and cutting. 

“In order to do this in an effectual way, I have made a 
study of gems for the last 25 years and am still studying 
so as to keep up with the progress of the jewel craft. I 
have made it a point not only to acquaint myself with the 
commercial value of stones but I have delved into the 
processes to which gems must be subjected before the fin- 
ished article is ready for possible purchasers. Early in my 
studies, I devoted considerable time and effort to gain as 
much knowledge as I could of the mining, cleaving, cut- 
tin, sawing and polishing of stones. 

“At the outset of my campaign to acquire all the knowl- 
edge I could about gems, I learned that one of the main 
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things was to be able to impart that knowledge to prospec- 
tive buyers; in the task of teaching myself the better 
method of imparting this knowledge I found the ones 
most desirous of getting this knowledge were those whose 
appreciation for stones had been developed, so I also deter- 
mined to add a method and manner for increasing that 
appreciation. I found that gem appreciation was lacking 
among the possible purchasers in the ratio of their 
ignorance of the many angles of jewels; so I paid par- 
ticular attention in decorating my windows and show cases 
so the public could secure reliable knowledge of gems. 

“I started by placing in my windows a display of one 
kind of stone at a time. I placed in the exhibit the several 
qualities so that a person could get an opportunity to note, 
by comparison, the various grades, and see the differences 
between a gem that sold for $5 a carat and one which 
would bring $500 a carat. On these display gems were 
placed cards explaining the quality, grade, color and class. 
This was in line with my ideas of an educational pro- 
gram for the public and it also aided in building up that 
most desirable object of all—gem appreciation. In such 
an educational display I saw it was far preferable to note 
with explanatory cards the reason why one amethyst will 
bring $5 a carat while another would not sell for more 
than 50 cents a carat. In the minds of most laymen the 
amethyst is believed to be only a popular priced stone; 
nothing is known by them of amethysts being valued at 
$50 for a stone weighing not more than 8 or 10 carats. 

“When synthetic stones (sapphires, rubies, etc.) are 
shown, the public should be informed of it and no exhibits 
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By 
LEWIS |. WILSON 


OF GEMS INCREASES 
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Building a proper appreciation of gems is a primary 
object in Mr. Vondey’s window displays. When he 
‘has accomplished that he is certain that sales will 
. take care of themselves. He points out. in this 
article that the more one knows about a gem the 
more will be the desire for it and that educating 
‘the public to a real appreciation of gems has a 
‘marked effect in increasing sales. “Experience has 
taught me that results can be obtained by educating 
the people in the technique of gemology” says 
Mr. Vondey. 








should be made under strictly trade names. For instance: 
many jewelers will show a ‘pink sapphire’ as a rose zircon 
when in reality there is no such stone. If the public was 
aware of this there would be a greater desire to get real 
stones. 

“Building appreciation for jewels is the main solution 
for gaining potential customers. When I make a window 
display, I am not concerned in immediate sales but am 
primarily interested in building a proper appreciation for 
gems. When I have accomplished this I am certain sales 
will take care of themselves. The more one knows about 
a thing the more will he desire that thing. Experience has 
taught me that results can be obtained by educating the 
people in the technique of gemology. 

“Another important angle is to arouse enthusiasm in 
the gem merchant, and then transfer this enthusiasm to 
the possible customer. The merchant must be prepared 
to visit clubs, guilds, fraternal and other organizations, 
and give lectures or educational talks in order to awaken 
a desire in the hearers to own gems. I have found the 
people are hungry for this knowledge; they evince it by 
their eagerness to get to talk with a dealer, whether they 
wish to make an immediate purchase or not. They will 
express themselves very frankly to a dealer in whom they 
have confidence; so it is highly important that the mer- 
chant exercise the greatest care not to do or say anything 
that shall disparage that confidence. 

“The people before whom I have had the greatest suc- 
cess with my educational lectures are women’s clubs, ser- 
vice clubs and schools. In the latter I have experienced 
much success. Along with these educational lectures for 
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building gem appreciation and increasing gem trade I 
find that showing the public gem testing instruments has 
been especially valuable. 


| have shown in my windows 


refractometers, dichroscopes, specific gravity scales and 


microscopes. This particularly builds confidence in a 
jeweler’s knowledge, for after studying the instruments, 
the window gazer will come into the store and ask many 
questions concerning the instruments. 

“In building a gem display in a window, I try to place 
such explanatory cards on each of the items as will tend 
to leave a picture in the mind of the spectator. And this 
picture is best conveyed to the gazer if these explanatory 
cards are thorough and made to read in an interesting 
manner. If anyone doubts the efficacy of this sort of 
education, let me state right here that I have seen people 
standing in front of my display windows from 20 to 30 
minutes at a time, studying the gems and the descriptive 
cards and absorbing the information. This was even more 
clearly demonstrated recently when I had a display 
depicting all of the various steps in diamond polishing, 
from the cleaving of the stone to the final polishing.” 
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National Organizations 
ATIONAL organizations cover- 


ing the various sections of the 
jewelry trade have, as announced in 
a broadside in our last issue, an op- 
portunity now for real leadership. 
They can not only hold the members 
of each branch of the trade together 
for progressive development, but 
can also bring harmony to the 
members in regard to uniform trade 
conditions and an acceptance of 
general trade practices which will 
define the industry’s idea of fair and 
legitimate competition. In _ other 
words, many of the good points aimed 
at in the codes adopted under the 
NIRA administration can be accom- 
plished by general acceptance and, as 
noted before, such practices as false 
billing, improper marking or stamp- 
ing, misleading advertising, substitu- 
tion, etc., which are already outlawed 
by the common or statute law, can be 
diminished or stopped by effective co- 
operation between the jewelry trade’s 
national associations and the state and 
Federal authorities and the Federal 
Trade Commission. 

The fact that our national asso- 
ciations have their greatest oppor- 
tunity for real leadership is to be 
inferred from the letters of the 
leaders of the industry, published last 
month, with their suggestions and 
opinions as to what we must do to 
follow such benefits as we had under 
the NRA before it was declared in- 
valid. We trust that the officers and 
influential members of our national 
associations will take advantage of the 
opportunity to make their trade 
bodies more effective in cleaning out 
trade abuses as well as to develop 
their industries. 

Three national associations have 
called meetings since the NRA codes 
have been abolished. One, the 
National Wholesale Jewelers Asso- 
ciation which met in Chicago, July 8 
and 9, of which a brief report appears 
in this issue ; the second is the national 
gathering of the American National 
Retail Jewelers Association which 
holds its annual meeting at the Wal- 
dorf-Astoria in New York, the week 


of August 26, and the third, the 
National Association of Credit 
Jewelers, whose annual conclave will 
be held in the Sherman Hotel in 
Chicago, September 9-12. 

It was evident that the importance 
of the wholesalers’ body is now 
realized by its members both by the 
attendance that the convention drew 
and the character of the discussions 
that were indulged in. We sincerely 
trust that at the annual meeting of 
the A.N.R.J.A. and of the Credit 
Jewelers in August and September, 
there will show even a greater atten- 
dance than usual and that the mem- 
bers will feel that now is their op- 
portunity to participate and improve 
the character and scope of their 
organization work in a way that will 
develop real good both to their in- 
dividual members and the industry at 
large. 

a 8 


Diamonds and Gems 
in Demand 


OR the first time in the past five 

years, indications are manifest 
throughout the trade that point to an 
increase in business in fine diamonds, 
fine gems and the finer qualities of 
jewelry. Retailers whose business 
had been principally confined to 
watches, silver and the very cheaper 
lines of jewelry have not only heard 
from customers of sales prospects de- 
siring real gems and fine jewelry 
during the fall, but have actually 
made or booked some sales of this 
kind. 

With diamonds there has been an 
improvement in sales all over the 
country, not only in the smaller and 
cheaper varieties that have been sold 
to some extent in small articles, but 
also in the finer and larger diamonds 
both for rings and jewelry. ‘That 
these sales: will increase is evident, 
but whether this is due to the popu- 
lar ideas of inflation or on the general 
principle that diamonds are going up 
in price during the fall is not ap- 
parent. But the call for more, larger 
and better diamonds is apparent and 
is growing. 
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The statement by the Diamond 
Corporation published generally in 
Europe and America may have had 
some effect. This statement said, 
“We propose showing no goods be- 
tween the 30th of June and the end 
of August and the intention is to 
raise goods 714 per cent.” It is, of 
course, possible that this statement 
was permitted to be circulated as a 
matter of publicity to bring the 
diamond trade in a position to buy 
stocks at once. There is no doubt 
that a repetition of the Diamond Cor- 
poration’s message by jewelers to 
their prospective diamond purchasers 
will have a good effect. Even though 
there is nothing in this message that 
commits the Corporation to put such 
an increase in effect, there is no 
doubt that their intention to do so 
will be followed, as soon as they see 
that the world is ready to buy 
diamonds, once again. 

As said before, all indications in 
the business world now foretell a 
better diamond and gem trade in this 
country than we have enjoyed for a 
number of years. 


Jewelry Trade Publicity 


N view of the agitation in the jewel- 

ry trade to back up a movement 
for general publicity, attention should 
be called to those who have used the 
term loosely, that publicity must not 
be. considered in any way as synony- 
mous with advertising or advertising 
considered as publicity in this way. A 
movement for publicity should be 
completely divested of any direct ad- 
vertising. One of the mistakes made 
by the former National Jewelers 
Publicity Association, (which was 
partially remedied before it was en- 
tirely too late) was the coordination 
of publicity and general advertising 
which was paid for by the original 
fund collected from the jewelry trade. 
The national advertising, all must 
agree, proved to be a clear failure, 
not only from the character of the 
advertising but from the fact that the 
money at hand was too small to make 

(Turn to page 125) 
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The Stamping Laws 


ENFORCEMENT of national and state stamping laws and the in- 
troduction of legislation in all states lacking such laws. 


From the platform of THE JEWELERS’ CIRCULAR-KEYSTONE 


THE value of the state and national stamping laws is greater today than ever before. 
They are the jewelry trade’s main defense against deterioration of quality in articles of 
precious metal, a deterioration that is being fostered by keen competition in business. 

Unfortunately these laws are not complete nor are they perfect. They do not appear in 
all states and are not uniform among the states that have enacted such legislation. 

The National Stamping Law, in effect nearly 30 years, has no provisions for platinum 
nor detailed standards for gold plated ware. As to gold and silver, it regulates the marking of 
articles shipped in interstate and foreign commerce or forwarded through the mails. The 
national law permits us to get at the shipper of the article, not at the seller. The state 
laws put the criminal responsibility on the maker, the seller or those holding the merchan- 
dise for sale. 

Platinum laws are only in force in a few states as New York, New Jersey and Illinois. 

The national law must be perfected to cover proper regulations of marks on plated 
ware and on platinum and perfected in its terms as to gold. When this is done or even 
decided on, attempts should be made to get every state of the Union to pass a similar law 
which will cover the maker, the seller or the exhibitor of precious metals. 
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pina eee Avenue . 
“Washington ———~ « resident 
os “way Back in 1865 


Then was the C. A. SCHNACK JEWELRY 
COMPANY established. It has operated con- 
tinuously since that date, 68 years, under the 
ene of three generations of the same 
amily. 


Through the panics of '78, ’84, '93, ’07, °21 
and ’29 it has kept its course charted straicht 
ahead; its finances sound, and its ideals high. 


Through the years to come the C. A. Schnack 
Jewelry Company will be here to serve you willi 
fair prices, honest merchandise, and efficient 
service, 


C. A. Schnack Jly Co., Ltd. 


We Will bem Honor Checks on Local Banks for 
e: 


or on Account 
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In the platinum set illustrat- 
ed the engagement ring has 
8 diamonds in the sides and 
one perfect blue-white center 
stone. Wedding ring has 10 
diamonds . . the set . $158.00 
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MAKING SMALL 
DO A BIG JOB 


—_— with scores 
of jewelers, in cities of 15,000 to about 75,000 population, 
shows beyond a doubt that newspaper advertising is a 
wonderfully effective business getting tool, JF used prop- 
erly, and rightfully respected for its true worth. 

In comparing the size and circulation of such news- 
papers with the dailies of metropolitan centers, it is easy 
to fall into the error of minimizing the worth of the 
former. It is this attitude that indirectly makes for any 
lack of results that jewelers attribute to their advertising 
in the smaller papers. 

Advertisers in the larger cities weigh carefully what 
they put into the white space they buy. Their particular 
publicity policies are studied and analyzed. This is only 
a natural thing for them to do because their higher rates 
demand more than casual attention. All this thought and 
measuring reacts in more profitable returns. In other 
words, the cost of each inch of white space in these larger 
newspapers, becomes, indirectly, a sort of blessing in dis- 
guise. 

And that is exactly the mental hazard that jewelers, in 
the not-so-large-cities, must train themselves to overcome. 
As soon as they look upon their local dailies with more 
respect and consider them in the light of the helpful busi- 
ness aids they can really be, we will witness not only a 
greater but also a more intelligent and profitable use of 
such mediums. 

It is only human to overlook the possibilities of 5000 
circulation when compared with circulations of hundreds 
of thousands. It is easy to slight the merit of a thin, un- 
imposing sheet of about 8 to 16 pages, when measured 
alongside of a broadside of 50 to 60 pages. But the 
jeweler who will stop a moment and consider the intensity 
with which a local -paper is read and who will recall 
that in the smaller circulation groups he gets far more 
prospects per thousand, his entire attitude toward news- 
paper advertising will develop quite an important change. 

Assuming that we have brought the jeweler up to this 
point, and that he accepts the above premises, he now quite 
justifiably asks: “What specifically shall I do about my 
newspaper advertising?” 

In the following we shall attempt to give the specific 
answers. 

Large advertisers in the large cities depend on enormity 
of space and dominance of layout to give their ads atten- 
tion-getting appeal. To approximate this same attention- 
getting appeal in his local papers, the jeweler should strive 
for these two factors—uniformity and consistency. There 
are any number of ways that lead to accomplishing these 
advertising attributes. 

If the jeweler we are speaking of, does not have a 








*Whitman & Shoop Advertising Agency, Pittsburgh, Pa. 
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ADVERTISEMENTS 


By SAMUEL WHITMAN* 


signature cut, he should, by all means, have one made 
right away. This cut should follow the style of lettering 
now used on his letterheads or store-door. Once you have 
decided on a name cut, stick to it and keep using it in all 
your ads. It is a serious mistake to allow your firm name 
to appear in a different kind of type every time you run 
an ad. You lose some of the continuity from all your 
former ads. Consider this important and always bear it 
in mind. 

Uniformity can also be achieved by not giving your ads 
too many shapes and sizes. It is, of course, impossible to 
always stick to one general idea in this phase of advertis- 
ing, but your aim should be for a “different sameness.” 
Perhaps, for a period of two or three weeks, all your ads 
will be one column, featuring only one item. After that 
you may decide on three column ads with three items. 
Later, you can insert quite smaller ads and put two or 
three in each issue, scattered in the paper. Naturally, you 
will vary in this regard according to the time of year. 

Think in terms of more frequent insertions. Rather 
than concentrate on larger ads for the week-end, apportion 
your appropriation so that you can spare ads for the earlier 
part of the week. While you may do most of your busi- 
ness on Saturdays, many of the purchasing decisions have 
been made earlier in the week. 


Arrenge to always put 
your ads on the same page. It is a very desirable thing. 
This helps materially in our quest for “uniformity.” Most 
newspapers are willing to cooperate in this respect with 
consistent users of their space. 

Your newspaper man will also be glad to show you 
specimens of the various type faces he has. Choose one 


that fits in with your merchandise and stick to it. Give. 


instructions to your newspaper’s composing room to al- 
ways use the type faces you specify in all your ads. This 
will help give your ads that “familiar look” which the 
readers of your papers will soon develop the habit of 
recognizing. 

A glance through any large city newspaper shows adver- 
tisers have found it pays them to show specific values, ar- 
ranged in the same style they use consistently. They try 
to put in their ads that which is most likely to result in 
definite calla—-TOMORROW. If all jewelers would 
think of their advertising in the same way, more profits is 
certain to be the result. There is only one way to build 
good will and that is through customers. All other talk 
about good will is palaver. It is not what you say about 
your store that counts—it’s what you do in your store! 

When you get an article of merchandise in your store 
that is new to the public, advertise it right away. And 

(Turn to Page 63) 
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32-Piece 
English Breakfast Set 
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From the Paramount Film “College Scandal’’ 


le you are a jeweler 
who feels the fountain pen, the mechanical pencil and the 
pen and pencil set has no place in a jewelry store you 
will be interested in what happened at C. D. Peacock’s 
in Chicago. 

Retail jewelers, we might as well admit at the outset, 
have had different ideas on fountain pens as jewelry store 
merchandise. There have been reasons, pro and con. 
Naturally a jeweler wants to specialize in what he con- 
siders jewelry. But, also, he wants to consider the profit 
columns in his ledgers. Fountain pens as a jewelry store 
item are back in stock again, and C. D. Peacock are carry- 
ing them with success. 

It was in 1920 that C. D. Peacock discarded fountain 
pens as part of its merchandise. There was a reason for 
that move. Fountain pens had been brought to a point 
of production where, in the opinion of many jewelers, 
Peacocks included, they were no longer a jewelry store 
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Above: A window display of four color me- 

chanical pencils in a Boston store—opposite 

page shows one of the fountain pen displays 
used by C. D. Peacock. 


item. They were popularized by a price attraction. They 
were handled by merchants in so many other lines than 
jewelry that they ceased to be either a drawing card for 
jewelry store prospects or profitable for the jeweler with 
his overhead based on jewelry sales. For a period of nine 
years C. D. Peacock, Inc., did not handle fountain pens. 
In 1929, the change came which put them back in this 
State Street store and the past six years have shown that 
fountain pens, pen and pencil sets and the better type of 
desk sets have a definite place even in the finest of jewelry 
stores and that they can show a profit through their own 
movement as well as build other jewelry business. 

Peacocks feature fountain pens, pencils and sets three 
times a year. They make very nice graduation gifts and 
they are likewise appreciated by students entering school. 
The concern features them both at school opening and at 
graduation seasons and then again at Christmas time. 

I am really, just relating the idea as it was presented to 
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me by A. F. Slaten of C. D. Peacock. It was his conten- 
tion that the jeweler should merchandise items which up- 
hold the standard of the trade he has endeavored to create 
for himself. 

I asked, ‘“Why did Peacock discontinue fountain pens 
in 1920?” 

“They were becoming cheap,” he told me. “I don’t 
reflect on the value of what was produced, mind you. I 
mean they were being put out to sell in heavy volume at a 
price too low to be attractive to what we consider a 
jewelry store trafic. The demand was for a writing im- 
plement, not for a pen which could also be regarded as 
one regards a keepsake.” 

“But nine years later you put them back in stock and 

” 

“Yes,” he went on without waiting for me to finish my 
question. ‘We put them back when the manufacturers 
started to bring out fountain pens and the pen and pencil 
sets of better quality; merchandise which we felt was 
worthy of space in a jewelry store; merchandise which we 
could show to a customer who had been in considering the 
purchase of, say sterling pieces or precious stones. A 
jeweler must use psychology in making and keeping cus- 
tomers. We believe a jeweler builds a reputation for him- 
self and then maintains it. The potential customer must 
be continually reminded of the fact that when he buys in 
our store he not only takes away with him a fountain pen 
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—if that is the purchase—but he also carries away our 
promise to ourselves to stand behind the merchandise.” 
“But about fountain pens,” we interjected, “having ac- 
cepted them in 1929 as likely merchandise, what then? 
We know that there are jewelers who seem to feel foun- 
tain pens cannot be handled, shall I say with proper 
profit ?—by the jeweler. And now I learn that Peacocks 
has proved that this is not entirely true. In fact I under- 
stand that your fountain pen business is an appreciable 
department of the store—really a nice business. Just 
what was done to build this business to that point?” 


M.. Slaten borrowed my 


pencil. “I'll try to show you what we did and why,” 
he said. He made a list on the pad: 

“Spring and fall advertising: Diamond rings (engage- 
ment), wedding rings, watches, sterling silver, gift and 
art galleries.” 

Below this list he wrote: “Christmas advertising in- 
cludes the above, plus gold jewelry, ring mountings, cos- 
tume jewelry, bags.” 

“Now,” he said, “you have before you the manner in 
which we advertise our merchandise. We have not used 
fountain pens in this arrangement. We do not advertise 
them, not as we do other items. You see a fountain pen 

(Turn to Page 62) 
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NE week service on class pins for summer school 

graduates and regular session pupils has brought a 
lot of extra school business for the Huff Jewelry Co., 
Roswell, N. M. The trade is developed through per- 
sonal contacts with the school officials, the quick-service 
idea being stressed. “I know many small-town jewelers 
who feel they haven’t any chance for the school business 
and don’t even go after it,” says H. M. Huff, Jr., one of 
the partners. “If he can and will give quick service the 
local jeweler has a better chance than anybody else. 
School people don’t like to have to place their orders six 
weeks or more ahead of time—which they usually have 
to do by sending away—because they don’t really know 
what they need that far ahead.” 








ROWDER’S, jewelers and optometrists, 1318 Pear] 
Street, Boulder, Colo., has gained wide recognition 
for its watch-repairing department through distribution 
of a card bearing on one side a set of Bridge Rules which, 
upon reading, are found to be not exactly according to 
Culbertson, and on the other, very valuable Watch Rules. 
The Bridge Rules vary from “Pick up your cards as 
they are dealt. You will be ready to bid ahead of the 
others,” to “Eat chocolate or other adhesive candy while 
playing. This keeps the cards from skidding.” 
Watch Rules, however, are not to be laughed at—if 
the owner values his watch. Those given are the ones 
observed by Crowder’s in repairing watches. 








HE Rogers Jewelry, Scranton, Pa., recently used 

a full-page advertisement in the Scranton Times 
headed “We Won't Do It” and listed below were given 
a number of questionable practices, including the giving 
of free articles with purchases. Honest quality, lowest 
prices and honest advertising were stressed, and attention 
was called to the fact that there are many second-hand 
and rebuilt watches on the market. The public was warned 
that in purchasing a watch that reputable jewelers sell 
fine watches only at standard prices. 












































MIDDLE-WESTERN jeweler has been attracting 
attention to his window displays by devoting some 
of the space to photographs of local and rival baseball 
teams. The pictures were used in the displays on the day 
that a game is played in the jeweler’s home town. Scores. 
by innings are also shown as the games progress. The: 
window displays on such occasions are devoted to suitable- 
athletic trophies and to men’s jewelry. Attention is called 
in advertising in the local papers to the window displays. 
and articles of jewelry for men often illustrated. The: 
jeweler has made the acquaintance of the players and. 
attends as many games as possible. 





x. Many jewelers are concentrating on the: 


° ideas on these pages we offer 
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JEWELERS * 


OES this suggestion appeal to you? To encourage pros- 
D pects to visit a jewelry store a retailer successfully 
used an “After Hours’ Telephone Campaign.” For the 
first sale a dozen carefully selected articles of silverware 
and gift items were advertised as on sale at special prices 
between 6:30 p. m. and 9 p. m. on one day and from 
8 a. m. to 9 a. m. the following morning. A special list 
of prospective customers was selected and the announce- 
ment of the sale sent to them exclusively. None of the 
articles on the list were sold over the counter. In other 
words, the sale was in every instance an over-the-telephone 








order. 

















STAYING IN 
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O meet the competition of stores which advertise that 

they are going out of business, a Southern jeweler hit 
upon the idea of conducting a “Staying in Business” sale. 
He prepared a list of his latest merchandise and offered 
attractive prices for a limited time. In his newspaper ad- 
vertising he called attention to the fact that his “Staying 
in Business” sale was for a week only and that he was 
offering only up-to-date stock and not obsolete shelf- 
warmers. His advertisement stressed the point that the 
sale was being conducted to enable him to stay in business 
and that he had no idea of giving up because of adverse 
trade conditions. 








problem — How can | increase my Summer Time sales? . . . 














HE wise jeweler will follow the example of the suc- 

cessful restaurant man in being on hand at the door 
to greet every customer as he enters and thank him and 
invite him back when he leaves.” So says Frank Mindlin, 
Mindlin Jewelry Co., Albuquerque, N. M. “I’ve always 
felt,” he continues, “that a store owner can’t afford to 
.spend his time in the office—or too much of it behind a 
counter. Where he makes money fastest is in building 
customer good-will—and the way to do that is to make 
every patron feel that he is getting an unusual amount of 
managerial attention. The plan will bring results. 








LBERT I. BACKER, installment jeweler of Akron, 


Ohio, is a merchant who believes in making friends 
with the next generation of his customers while they are 
yet in school. Every year, at graduation time, his window 
exhibits a large composite picture of the graduating class 
of a neighboring high school. In the center is a photo- 
graph of the school itself, with small prints attractively 
arranged around it mounted on a large cardboard. Ben 
Shilesky, salesman in the store, says that the idea is a 
wonder for winning friends among the students, and that 
the young people all are staunch boosters for Backer’s. 
Another benefit found in this close relationship with the 
school is the trophy business. Prizes for the various ath- 
letic and others events held through the school year are 
obtained at the Backer store. 








In presenting the a 


suggestions that have been found profitable. Try some of them in your store. 
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THE FASHION THEME IN 


Even in the jewelry field, 
fashions direct the course of spending. Successful mer- 
chandising depends upon the acceptance of established 
stvles and patterns for various seasons and particular 
occasions. ‘The jeweler, although less affected by the 
dictates of fashion than the apparel merchant, is well 
aware of the subtle style changes in jewelry and silver- 
ware, and he must know in advance what patterns will be 
considered correct and in season. 

Admittedly, style changes in jewelry are lethargic and 
far less volatile than in fabrics. The jeweler’s wares are 
purchased not for temporary use but for permanent pos- 
session. The intrinsic value, the lasting beauty and the 
constant usefulness of jewelry remain unchanged—in 
direct contrast to the ever changing modes of dress and 
adornment. 

Dramatic window displays are undoubtedly the best 
means of selling fashion to the public. The jeweler 
should know what will be considered chic for the various 
seasons and should relay his information to his public 
through fashion windows. There are many style and 
fashion services to which the retailer can subscribe—some 
organized for the jewelry trade particularly. Fashion 
magazines and trade journals will prove indispensable in 
helping the merchant to keep “up-to-date.” Also, win- 
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dow displays built around specific styles as illustrated in 
the magazines are most practical. 

The illustration on this page shows jewelry for the 
bride, enhanced by window decorations and accessories. 
The open fashion magazine lends a distinctive atmosphere 
to the whole window and clearly shows the source of 
authority for the selection of the pattern. 

Since jewelry patterns are not changed as readily as 
dress styles, the jeweler must show how his products 
harmoniously blend with various trends and customs of 
dress. In the fall and winter seasons, more elaborate 
styles of jewelry are the vogue and more jewels are worn, 
since they set off the elegance of furs and dark colored 
materials. In the spring and summer, chiffons and silks 
of light cool colors are naturally popular and less pre- 
tentious jewelry is therefore suitable. Diamonds are the 
perfect complement for white summer apparel, while the 
colored gems blend more freely with browns and yellows. 

Adapt the display of necklaces to the prevailing vogue in 
necklines. A yard or so of fabric draped on a form to 
suggest a gown will prove of material aid in showing 
the appropriate necklaces and brooches. If it is a sleeve- 
less season, bracelets should be stressed and a wide selec- 
tion displayed. “The many new and unique uses for 
brooches and clips on hats, slippers, bags and wraps should 
be shown with the season’s popular models. 
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The cooperation of neighborhood apparel shops in lend- 
ing accessories is of paramount importance. The jeweler’s 
windows should show correct handbags and gloves with 
the draped neck form and the proper accompanying jewels. 
Vanity and cigarette case will add personality to the dis- 
play and lend a feminine appeal to the merchandise. 

Jewelery’s logical appeal is to the members of the fair 
sex and fashion windows should be kept smart and style 
right so that women will look to the jewelry windows for 
fashion news and hints. A well informed merchant can 
impress his fashion conscious customers with the fact that 
he is an authority on what jewelry to wear and how and 
where to wear it. 

The photograph on this page depicts early fall fashions 
and their effect upon jewelry fashions. 

Naturally, every jeweler hopes to attract a permanent 
as well as a discriminating clientele. The ready response 
in the public mind to novel and timely presentations of 
merchandise, both of a practical and luxurious nature, 
depends on the ability of the jeweler to fully explain and 
elaborate on the personality of his store and merchandise. 
If a merchant is well informed, he can easily impress 
his fashion-conscious customers with the fact that he is 
an authority on what jewelry is correct for every occasion 
and the public will purchase according to his suggestions 
and advice. 


Men can and should 


be persuaded to wear more jewelry. Attractive displays 
which point out the “correctness” of various styles and 





There are new interpretations in velvet, new lines in formal gowns, new heights in 
hats, new modes in muffs and new designs in jewels for fall. 
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types of cigarette cases and lighters, key chains and hold- 
ers and even such novelties as bottle openers and tie-clips 
will be of vital interest to the jeweler’s male customers. 
Fashion has decreed that certain jewelry accessories must 
be worn with evening, sport or daytime wear if the gentle- 
man is to be correctly dressed. A display of watch and 
key chains built around a fashion photograph illustrating 
the correct draping of the platinum or silver key chain 
worn with the evening tail-coat will prove of educational 
value to every window shopper. 

There is little chance that the men of today contemplate 
a return to the “days of exhibitionism” of the “gay 90’s” 
as exemplified by the lavish dress of characters such as 
Diamond Jim Brady. Today, men have cultivated more 
simple and more standardized tastes. However, they all 
desire to keep up appearances and to be correct in what 
they wear and own. Windows displaying correct attire 
for men will be of interest to both men and women win- 
dow-shoppers. In many families the woman often does 
all the shopping for the entire household and is always 
on the lookout for some new useful accessory or an ap- 
propriate gift for her husband. 

The public is probably most influenced in its buying by 
an instinctive “desire to possess” which is prompted by 
love of beauty and appreciation of usefulness. However, 
we all desire to keep up appearances and “be correct” in 
what we wear and own. Displays which demonstrate the 
style-rightness and quality of jewelry are almost a neces- 
sity for the average jeweler. 


by POLLY PETTIT 


Old Masters Association 
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HIS column is non-political and religiously avoids any subjects that are controversial in 
character. This for reasons that are most obvious. 
May I venture to say that I have often wished that there were no such things as Demo- 
cratic and Republican newspapers? 


Those of us who have the ability to think a little know when we read a Democratic news- 
paper that it is biased in its opinion, and that also applies to the Republican newspaper. 


Republican newspapers fail ever to see any good in a Democratic administration, and the 
Democratic newspapers howl in holy horror at anything that the Republican party does while 
in power, leaving us to believe that the only honest political party is the party not in power. 

If business men could bring themselves to scrap the front pages of most of the newspapers and 
turn to the business sections they would, for the most part, read facts compiled by people with 
no prejudiced or biased opinions. 

For instance, right now, they would probably read that stocks have climbed to a new 1935 
level ; 

—that General Motors and other automobile manufacturers were nearing an all-time record 
on sales and production; 

—that the farm equipment industry shows more than a 300 per cent increase over 1933; 

—that a steel revival is held certain; 

—that the new United States bonds were oversubscribed—the issue being for $500,000,000; 

—that there are few, if any, bank failures; 

—that building and loan associations are once more breathing freely; 

—that retail prices are higher, insurance stocks are up, municipal bonds are advancing, sugar 
exports have reached a new peak, revenue car-loadings for last week were 618,036 cars, or 
50,189 above the week previous, wool markets, mail order houses are nearing an all-time 
record, retail sales show an average increase of from 8% to 17% per cent over last year. 
When the NRA was declared unconstitutional politicians prophesied a general collapse and 

pictured horrible conditions to ensue. Their fears and promises were not well founded. 


Propaganda for good is constructive and something much to be desired, but when used to 
destroy confidence ‘and for selfish ends should be made a capital offense. 


Most of us have read ballyhoo and scarecrow propaganda from time to time, only to realize 
afterward that nothing happened or came of it. 

I know a syndicate writer whose articles I have read for years, and, with him, War has 
been inevitable between every nation on earth. Some war was always just around the corner. 
This seems to be his phobia. He is paid for writing it. He makes a good living at it. 

Let me urge that we, as jewelers, study our own bailiwick, decide on what our customers 
want and will buy, provided we invite the customers to a happy and attractive store, housing 
attractive wares of known worth, with merchandise attractively displayed in both windows and 
on our counters. 

The dark or uninviting stores, with silver hidden behind closed cases, unattractive window 
set-ups, etc., acts as a sales resistance that very few of us can overcome. 


Quo Vadis, America! Or, America, where goest thou? 


America will go where the American business men and people want it to go, and those who 
represent us in governmental affairs will listen to the voice of their constituents. 


America became great industrially through the growth of thousands of small shops and rea- 
sonably small manufacturers and America will continue to grow and prosper only when we, 
as individuals, taboo the propagandists and ballyhoo artists who are bought and paid for at 
so much per pound on the hoof for their ability to create, too often, false public opinion. 


Garth Koh yb 


Vice-President. 





Are you wearing a scarf pin? 
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the kind men buy themselves... 


TARNISHED and worn belt buckles may “get by” during the 
winter, but when a man sheds his vest he wants something better. 
That goes for tie and collar clasps, too. 


This summer suggest Wadsworth quality accessories. Remember, 
these are the kind of gifts men buy for themselves. 


Notice the smartly engraved belt buckles . . . the graceful tie 
clasps .. . the beautiful, non-slip collar clasps . . . these are real 
selling features. Remind your customers, too, that Wadsworth 
gifts for men come only in precious metals—hardened Sterling 


silver or natural yellow gold. 


The Wadsworth Watch Case Company, Incorporated, Dayton, 
Kentucky. Offices: New York, 20 West 47th Street; San Francisco, 
140 Geary Street; Chicago, 35 East Wacker Drive. 


WADSWO 


@ BUCKLES: Smart Sterling 
silver belt buckles. Price to 
the consumer, $5.00; in Natu- 
ral Yellow Gold Filled, $6.75. 


@ TIE-CLASPS: The newly 
designed Wadsworth tie clasps 
are long and graceful. Price 
to the consumer, $1.50. 


@ COLLAR CLASPS: Wads- 
worth collar clasps incorporate 
a patented nor-slip feature. 
Price to the consumer, $1.00. 


@ SETS: Matched buckles 
and tie clasps may be obtained 
in fine satin-lined gift boxes. 
Price to the consumer, $6.50 
a set; in Natural Yellow Gold 
Filled, $9.00 a set. 


RTH 
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EVERY WOMAN .... 


By Warrant of Appointment 
to Their Majesties 
of Japan 


K. Mikimoto... 


New York Office: 
Los Angeles Office: 
Chicago Office: 


551 Fifth Avenue 
649 South Olive St. 
55 E. Washington St. 


HEAD OFFICE: GINZA, TOKYO 
BRANCHES: KOBE, LONDON, PARIS, BOMBAY 


wants pearls . . . loveliest and most flattering 
of adornments . . . Mikimoto makes it possible 
for her to have them! The finest pearls culti- 
vated come from the extensive Mikimoto pear! 
colony of 41,000 sea acres, located in Japanese 
waters, where scientific care and rigid selection 
result in’ a uniformity of beauty that is un- 
surpassed. 


KIMO 
M Pets (O 


MIKIMOTO CULTIVATED PEARL Necklaces in 
perfectly graduated strands, as well as large 
size, offer the retailer a splendid opportunity 
. . . to bring happiness to his customers and 
win profit for himself. 


If you cannot personally visit our 
New York, Chicago, or Los Angeles 
office, we invite your inquiry by mail. 














Increase Public Appreciation of Gems 


By Robert W. Shipley 


President of the Gemological Institute of America 


— the sale 


of fine merchandise may prove to depend not so much 
upon increasing the buying power of the public as upon 
increasing the appreciation of the public. The public de- 
sires that which it is taught to appreciate or desire. Wit- 
ness the vast sums spent to create desire for a single 
manufactured product. The jeweler may create such ap- 
preciation and desire among his own customers, immea- 
surably increasing his own sales. Indeed he must do so if 
he is to compete for the customer’s dollar. He can offer 
merchandise which excels in durability, history, romance, 
—already possessing all thé “background” and potentiali- 
ties of desirability that other trades are spending millions 
to establish. 

How can the public be again made to desire fine mer- 
chandise when so many seem interested only in the cheap- 
est and flimsiest things? What creates appreciation of fine 
things? How often one is heard to say regarding a paint- 
ing or other object of art, “I don’t know much about art 
but I know what I like.” And right here is our answer. 
What the speaker unconsciously means is “I don’t know 
much about art, but J like what I know.” Knowledge 
about a painting, a jewel, or any other fine thing, is what 
creates an appreciation of it and of its value. ‘““That may 
be worth the price but I can’t see it” is another way of 
admitting lack of knowledge and appreciation. Have you 
ever thought of how many sales have not been consum- 
mated because your customer “likes only what he knows,” 
and how many more sales you could have made had your 
customer had the necessary appreciation to recognize the 
real value of the article you offered to him? Without 
such appreciation your price too often seems exorbitant. 
Have you yourself been sufficiently well informed re- 
garding such merchandise to create an appreciation of its 
value in your customer’s mind, and to turn the skepticism 
of its value into appreciation and sales? 

You, better than any national publicity agency, can 
overcome such sales obstacles and stimulate in your cus- 
tomers a desire for your own merchandise. Search your 
memory and you will probably find that many sales have 
not been made because you lacked the knowledge to prop- 
erly appreciate your own merchandise. Without such ap- 
preciation, it is not surprising that you have been unable 
to convince your customer of its value. Without it, how 
can you convince him that your merchandise is worth 
more to him than the money in his pocket? Or how can 
you sell it to him as a gift for someone else who also 
lacks appreciation of its value? Thorough knowledge 
of your merchandise is necessary to do this. Such knowl- 
edge also gives you the confidence necessary to make the 
sale, and your customer the confidence to rely upon you. 

Then again, how many times have you rejected the op- 
portunity to buy profit-making merchandise for your store 
because you “didn’t like” it, when in reality you had not 
made the necessary study of such merchandise to realize 
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its sales possibilities? Many retail jewelers are repeatedly 
heard to say that sterling silver does not sell, or that 
china or fine watches or colored stones do not sell, when 
some other jeweler, or more frequently merchants in 
other lines, are selling this very merchandise. Why is it 
that one jeweler in a city of thirty-five thousand sold, in 
February, $500 in amethyst jewelry when jewelers in his 
own neighboring cities of similar size made only the cus- 
tomary small sales? 

The reason such sales are made in one store and not 
another is simple. If your knowledge of any of the mer- 
chandise which you offer for sale is so limited that you are 
unable to explain its value or usefulness to the customer, 
and that customer possesses no knowledge of the factors 
which affect its value, how obviously impossible it is to 
effect a sale! If your knowledge about china or colored 
stones is slight (and perhaps inaccurate) and your cus- 
tomer is without information regarding them, how can 
you expect to interest him sufficiently to effect a transfer 
of his money for your merchandise? Unless he has ob- 
tained a knowledge of colored stones from some other 
source, how can any common basis be reached which 
would lead to a sale? 


Why pay more for a colored 


stone than you would pay at the five-and-ten for a glass 
imitation of the same color? If the jeweler cannot create 
the necessary appreciation, the sale of such articles must 
remain limited to those merchants in other lines who will 
make a study of their merchandise. 

Unless the jeweler does make a study of fine merchan- 
dise, he must more and more depend upon the sale of 
articles for which a general demand has already been 
es:ablished—that merchandise generally known as neces- 
sity merchandise, but which in reality might be more 
properly classed as “necessities for the many.” ‘The dis- 
advantage of this is that such necessities for which the 
general demand has been created are widely stocked by 
organizations with which the jeweler finds it difficult 
to compete. These things have become necessities only 
because customers have been made to feel that they can- 
not get along without them. On the other hand, many 
persons consider a painting, jewel, or a fine piece of fur- 
niture more desirable than meat for every meal—or new 
gadgets for their automobile. To such persons possession 
of fine things becomes a necessity, but the desire for such 
possession results only from a proper appreciation. Thus, 
we may class that merchandise in which the jeweler has 
his greatest possibilities for increase in sales as “necessities 
for the few.” 

But you say that you now have among your possible 
customers none, or only a limited number of these few, and 
how can you persuade the others that diamonds, sterling 
silver, fine china and colored gems are more necessary to 

(Turn to page 58) 
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THE JONKER DIAMOND 


The intense interest aroused by the famous Jonker 
Diamond is conclusive proof that the buying public 
is again ‘diamond conscious." 


May we help you to cater to this ready market from 
our large and varied stock of precious stones and 
fine mounted jewelry? Let us cooperate with you 
on your special and general ‘requirements. 


DIAMONDS 


Round and Fancy Shapes 


DIAMOND JEWELRY 


Bracelets — Rings — Clips 
te 


Pearls and Precious Stones 


MARRY WINSTON 


BRITISH EMPIRE BUILDING 
ROCKEFELLER CENTER 








620 FIFTH AVENUE NEW YORK 
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CHINESE 
CROWNS 


’ in the 

t =. METROPOLITAN 

MUSEUM OF 
ART 











Courtesy Metropolitan Museum of Art 


Above—Crown, probably that of an 
empress, Chinese, T’ang Dynasty A.D. 
618-906. 


Right—Crown of a Dowager. Chinese 
XVIIth Century or earlier. 


tu Metropolitan Museum of Art, 


Fifth Avenue, New York, has acquired for the collection 
of Chinese jewelry two precious crowns. 

In describing the larger crown Alan Priest, writing in 
Bulletin of the Museum, says that between 30 and 40 
separate ornaments go to make it up. They are fastened 
to a light iron framework shaped like a section of a melon. 
Five phoenixes with wings outstretched form the forward 
line. From the beak of each hangs a little tassel composed 
of two pearls threaded with gold and attached to a tiny 
flower cup of gold. Above these rise the airy mass of 
birds, flowers rosettes and sprays and in the center a 
large pearl surrounded with flames of gold holds the com- 
position together. The hearts of the large flowers are 
illuminated by ruined pearls (some 28 remain) and uncut 
rubies (38) and two misty cat’s eyes. Among the flowers 
we can recognize the imperial peony, the chrysanthemum, 
the orchid, the plum—the flowers of the four seasons. 
Sheaves of wheat symbolize fertility, as probably do the 
shrimps, often mistaken for scorpions. Among the flowers 
fly birds, more phoenixes, cranes (for longevity), and 
what are probably intended to be pheasants. On each of 
the two largest sprays a butterfly is poised, that frail 
winged insect which in all countries stands for gayety, 
Most of these ornaments are set on tiny sprays, so that the 
whole thing trembles to life at the slightest touch. The 
variety and delicacy of the technique have no equal in the 
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Courtesy Metropolitan Museum of Art 


jewel work of any other country—it suggests here and 
there the finest kind of lacework or embroidery. One sees 
it and doesn’t believe one’s eyes. 

The smaller crown has not the richness of material or 
the tricky skillfulness of craftsmanship, but it has a com- 
forting, almost classical quality in its design. It is anything 
but simple, but it is disciplined. The rich and orderly 
pattern of vines and phoenixes balanced against a vertical 
row of three rosettes in the center is neatly confined with 
a band of fqur-petaled flowers, and the curving lines of 
the fillet itself are spacious and quiet. It holds its own, and 
for some will make the more elaborate crown seem a little 
extravagant. In the center are three rosettes in a vertical 
line (the jewels‘ which once formed their centers are 
gone). These are inclosed with branches of flowering 
plum. To the left and right the design is balanced, first 
by a standing phoenix, then by a branch of plum, next by 
a phoenix alighting, more plum, a truncated bamboo with 
a young new shoot, a cartouche containing five characters 
(these are different on the two sides), and finally by what 
might be described as a mélange of sea creatures and 
flowers, among which are a carp, a crab, a crawfish, and 
what might be a sea urchin. The flowers appear to be iris. 

The whole crown is surrounded by two borders, one a 
delicate meander and the other a row of heavy conven- 
tionalized prunus flowers. The entire design is brightened 
with imitation jewels—green and white jade and coral. 

















The International Building 
630 Fifth Ave. at Rockefeller Center 


-the NEW HOME 
of 
e FINKELSTEIN BROS. CO. 
e GOUDVIS BROS. 
e MILLER & VEIT 


Importers of Diamonds 
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As noted in the 


uly issue of THE JEWELERS’ Circutar-KeystTone, the 
new standard adopted by the jewelry trade and the -U. S. 
Bureau of Standards, to cover certain silver and gold 
combinations in jewelry, particularly in school and fra- 
ternal wares, became effective as to new productions as 
of July 1, this year, and for clearance of existing stocks 
gs of July 1, 1936. This commercial standard was rec- 
ommended at a general conference held on March 28, 
circulated by the Bureau of Standards, and received 
signed acceptances from manufacturers and distributors 
of jewelry estimated to be a satisfactory majority of the 
jndustry. aoe 

In view of the large number of inquiries that. have 
come to the JEWELERS’ CiRCULAR-KEYSTONE as to the 
final text of this standard, known as C.S. 51-35, we 
publishing herewith the full copy, as finally amended and 


accepted ; 


MarkinG ARTICLES MADE OF SILVER IN COMBINATION WITH GOLD 
CS51-35 


Adopted by the General Conference of March 28, 1935 
SCOPE 


1. This standard covers the marking of articles made of 
sterling silver in combination with gold, as herein defined, of- 
fered for sale in the United States of America. 


DEFINITIONS 


2. In this standard, unless the context otherwise requires: 

2. (a) “Article” means any article of merchandise composed 
of sterling silver in combination with gold; 

2. (b) “Apply” and “applied” include any method or means 
of application or attachment to, or use on or in conjunction with, 
or in relation to an article, whether such application, attach- 
ment or use is to, on, by, in, or with: 


(1) The article itself, 

(2) Anything attached to the article, or 

(3) Anything to which the article is attached, or 
(4) Anything in or on which the article is, or 


Any bill, invoice, order, statement, letter, advertise- 
ment, or anything so used or placed as to lead to a rea- 
sonable belief that it refers to the article in question; 


2.(c) “Gold” means 24 karat gold or any alloy of the element 
gold of not less than 10 karat fineness; 

2.(d) “Quality mark” means any mark, letter, figure, nu- 
meral, symbol, sign or device, or any combinations thereof as 
herein defined, indicating or purporting to indicate: 

(1) That any article is composed of gold and silver, or 
(2) The quality, fineness, quantity, weight, thickness, pro- 
portion, or kind of gold and silver in an article; 

2.(e) “Sterling” or “Sterling Silver’ means an alloy of 
925/1000th parts pure silver within the tolerances permitted by 
the National Stamping Act (Revised Statutes U. S., Vol. 34, 
Part 1, p. 260, 59th Congress, First Session, Public Law 226). 


(5) 


REQUIREMENTS FOR QUALITY MARKS 


3. An article in which the parts made of the two metals are 
so combined as mot to be visually separable and easily distin- 
guishable one from the other (e.g., where the gold covers the 
entire article, or where white gold is combined with silver), 
may have applied thereto a quality mark consisting of “Ster- 
ling and” or “Sterling +” followed by a fraction representing 
the proportion of the weight of the alloyed gold to the weight 
of the entire metal in such article, and a karat mark represent- 
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ing the actual karat fineness of the gold covering; for example, 
“Sterling and 1/5 10K” or “Sterling + 1/5 10K” provided that: 

3. (a) No article as described in paragraph 3 shall have ap- 
plied to it the karat mark unless the alloyed gold content is by 
weight at least 1/20 of the weight of the entire metal in the 
article; 

3. (b) The mark is so applied that the karat mark and its 
fractional prefix shall follow directly the “Sterling” mark, ex- 
cept when the fractional prefix is ¥2 the karat mark may directly 
precede the Sterling mark, for example, “4 10K + Sterling.” 

4. An article in which the parts made of the two metals are 
so combined as to be visually separable and easily distinguish- 
able one from the other (e.g., where the gold is used for orna- 
mentation and where there is a readily visible contrast in color 
between the silver and the gold), may have applied thereto a 
quality mark consisting of the word “Sterling,” followed by a 
karat mark representing the actual karat fineness of the gold, 
which shall apply to all parts or portions of such article, re- 
sembling or appearing to be gold; for example, “Sterling and 
10K,” or “Sterling + 10K,” provided that the mark is so applied 
that the karat mark shall directly follow the “Sterling” mark; 

4. (a) The mark may also include a fraction representing the 
proportion of weight of alloyed gold to the weight of the entire 
metal in the article, if desired. 

5. (a) If a quality mark is applied to articles as described in 
paragraphs 3 and ¢ herein, the quality shall be designated by 
the quality marks herein provided; 

5. (b) No article containing metal or metals other than ster- 
ling silver and gold of 10 karat fineness or better shall have 
applied to it the quality marks as prescribed in paragraphs 3 
and 4 herein; 

5. (c) No quality mark indicating the presence of gold shall 
be applied to articles (made of sterling silver in combination 
with gold) composed in part of gold of less than 10 karat fine- 
ness. 

6. All portions of the quality marks applied to an article shall 
be equal in size and equally visible, legible, clear and distinct. 
The numerator of the fraction used to designate the weight of 
the gold alloy shall always be 1, that is, the only fractions rec- 
ognized by this standard shall be 1-2, 1-3, 1-4, 1-5, 1-6, 1-7, 1-8, 
1-9, 1-10, 1-15, and 1-20th. 


GENERAL REQUIREMENTS 


7. Tolerance—The tolerances for fineness of silver and gold 
shall be those prescribed by the National Stamping Act. The 
actual weight of the alloyed gold content of an article shall be 
not more than 10 per cent less than the amount of the alloyed 
gold claimed by the quality mark. The claimed amount of gold 
is determined, by multiplying the total metal content of the 
article by the fraction preceding the karat mark. Thus in an 
article marked “Sterling + 1/5 10K” and having a total metal 
content of 5 dwt., the claimed alloyed gold content is 1 dwt. 
and the actual alloyed gold content shall be not less than 0.9 
dwt. 

8. (a) Exemptions—Unless otherwise required by the Na- 
tional Stamping Act, exemptions recognized in the jewelry trade 
and not to be considered in any assay for quality include joints, 
catches, screws, pin stems, pins of scarf pins, hat pins, ete., 
posts and separable backs of lapel buttons, springs, and metallic 
parts completely and permanently encased in a nonmetallic 
covering; 

8. (b) Exemptions recognized in the optical trade and not to 
be considered in any assay for quality shall include screws, 
dowels, cores and/or inner windings of comfort cable temples, 
metal parts when completely and permanently encased with 
zylonite or any equivalent plastic material, and, for oxfords, 
the handle and catch. 

9. Trade-Mark.—Any silver and gold article having applied 


(Turn to page 60) . . 











Established 1866 


608 Fifth Avenue, New York 


° i Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 


64 West 48th Street London—23 Holborn Viaduct 











Removal Notice 





STERN Bros. & Co. 


ESTABLISHED 1868 » 


Cutters & Importers of 
Diamonds 


Announce their Removal on 
or about August 15th from 
their Present Quarters in 
2 West 46th Street to the 


INTERNATIONAL BUILDING 
ROCKEFELLER CENTER, 630 
FIFTH AVENUE, 14th FLOOR 


To our many friends we extend a cordial 
invitation to visit our new quarters. 
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A few of the hundreds of articles and news stories that were inspired by the sale of the Jonker Diamond 
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Importation of Jonker Diamond May Make 


America Gem Conscious 


By Eugene Lyons 


“A diamond boom is dawning. All over the world 
diamonds are being bought as they have not been bought 
since the depression first began to be felt by the luxury 
trades six years ago.” 

This statement is not quoted from a_ high-powered 
jewelry salesman or excerpted from a trade advertisement. 
It is the opening paragraph in a recent news article in 
the London Daily News. 

Possibly that estimable journal is a little overly op- 
timistic. From the point of view of the diamond industry 
in all its branches, however, that optimism is healthy and 
desirable. It is good business. In the public mind of the 
world it is translated in terms of confidence in precious 
stones. In a period of economic instability and many 
doubts, it singles out diamonds as the one type of posses- 
sion that is stable and dependable. 

The occasion for this assertion in London is indicated 
in the second paragraph of the same article, which reads: 

“The purchase by Mr. Harry Winston, the New York 
gem dealer, of the Jonker Diamond for £150,000 is a 
sure sign. Mr. Winston bought it for re-sale.” 

The same transaction inspired a syndicated Sunday 
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feature, signed by C. Patrick Thompson and published 
all over the country. In the magazine section of the 
New York Herald Tribune, May 19, that article ap- 


peared under a full-page caption reading: 


A NEW RUSH FOR DIAMONDS 


Hoarpvep Gotp 1s Gornc Into DIAMONDS 
THESE DAys—THE SLUMP, FOR 
THEM, SEEMS ENDED 


It‘ inspired the New York Times to state editorially 
on May 17, referring to the Jonker gem’s purchase price 
of nearly three-quarters of a million dollars, that “per- 
haps it is a sign of world revival.” 

The romance inherent in the great gem, the dramatic 
circumstances of its acquisition by an American, its ship- 
ment to this side of the Atlantic and its exhibition under 
public-spirited scientific auspices, aroused an unprecedent- 
ed amount of public attention. 

Never in the history of the jewelry trade has any single 
gem transaction evoked such extensive, wholesome and 
unanimous acclaim. Newspaper clippings by the thousand 
pour into Mr. Winston’s offices from literally every 

(Turn to page 115) 



















them than those articles which wide publicity has made 
the necessities for the many? The answer is not difficult: 
Learn to appreciate these things yourself! Appreciation 
breeds enthusiasm. Your enthusiasm, if backed by accu- 
rate knowledge, will unconsciously bring the desired re- 
sults. Every proprietor and salesman knows that the 
article which the salesman himself appreciates and “‘likes” 
is the one which is sold ; and the one which is unappreciated 
too often becomes dead stock. The salesman, like every- 
one else, “likes what he knows.” Enthusiasm is contagious. 
Customers rearely buy that in which the salesman himself 
shows a lack of appreciation. Create appreciation in one 
customer and he will create other appreciative customers. 

Perhaps you are not yet convinced that the creation ot 
an appreciation for fine things would place them in the 
class of necessities for the few. Perhaps you still lack 
the confidence that you might be able to make your mer- 


chandise more desirable to a customer than those things ° 


which are usually considered necessities for the many. 
Let me recount an incident which but recently occurred 
in a middle-western city: The proprietor of a well known 
store obtained sufficient confidence to experiment with the 
possibilities which I have just suggested. He purchased 
a fine opal. Within a few days a lady, happening to notice 
the opal, made some usual, conventional remark regard- 
ing it. The proprietor followed up the remark by ex- 
plaining the factors which governed the value of opals 
and other interesting facts regarding them; he even went 


Increase Public Appreciation. of Gems 
(From Page 51) 


ing this. 





so far as to show her a scientific book corroborating hy 
statements. Within a few days the customer returned 
and said that he had made the opal so interesting and 
desirable to her that she “just couldn’t get along without 
it” and that she had obtained permission from her hys- 
band to spend for it $300 which they had expected to ex. 
pend to remodel their home. 

This is but one example of millions of additional sales 
which—if the appreciation of fine things could be gotten 
to a great number of jewelers and their customers—the 
trade could make. There are various ways of accomplish- 
Some successful jewelers make an extensive 
study of their finer merchandise and then confine their 
efforts to intimate talks regarding it over the counter 
when a customer’s interest can be attracted to it. Other 
merchants call attention to their specialized knowledge 
by educational displays in their window, which create 
appreciation and confidence. Still others—known 
as students of their business—receive invitations for edu- 
cational talks at men’s and women’s clubs and schools, 
At schools they are creating in their future customers a 
feeling of the necessity for beautiful and fine things, 
These men find it easy to turn the interest of the public, 
in gems and other fine things, into a desire for them which 
becomes a feeling of a necessity for their possession. 

There is a latent love of beauty in every normal person; 
indeed, it is one of the most powerful forces which, if 
properly directed, can be taken advantage of by the sales- 





eA THING OF BEAUTY IS A JOY FOREVER . . 


FANCY CUT 
DIAMONDS 


IN ALL SIZES 


Keep up with the modern trend—create your jewelry around a 
variety of fancy diamonds—fancy gems lend towards greater 
charm and beauty in all types of mounted jewelry—make them 


predominant in your every piece. 











We are equipped to serve you on consignments ranging from 
small accommodations of melees to large and unusual gem stones, 
and the out-of-town trade is invited to call upon us for its needs, 
assured of prompt and personal service via air mail. 


LOUIS GURFEIN & SON 


608 Fifth Ave. 


Fancy Shaped and Round Diamonds 


SOUTH AFRI 


CA 
76 CHURCH ST., KIMBERLEY 


We have instituted a new policy. In addition to our regular line 
of fancies, we carry for your convenience an assortment of rough 
diamonds suitable for manufacturing fancy diamonds to your 
individual requirements. 





New York, N. Y. 
Tel. MEdallion 3-4822 4823 


Direct Importers and Cutters of 


AMSTERDAM 


ANTWERP 
76 RUE DU PELICAN 2 TULPSTRAAT 
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man. That there is an amazing latent interest in gems 
and jewelry which is yet untouched by the jeweler, and an 
interest in diamonds which has only been scratched by 
him, is evidenced by the fact that among the hundreds of 
exhibits in the large museums where gem exhibits are 
located these displays are among the two or three which 
attract the greatest number of persons of all ages. Offers 
of authentic talks regarding gems before men’s or women’s 
clubs rarely result in anything but the most enthusiastic 
acceptance. Educational window displays of gems have 
been found to attract larger crowds of passersby than 
almost any other display which can be placed in the win- 
dow of a first-class jeweler. Educational displays, when 
made available both to jewelers and laymen, attract 
much more enthusiasm from the laymen than the jewelers. 
Until the jeweler evidences at least as much, if not 
more interest and enthusiasm regarding fine merchandise 
than is evidenced by a cross-section of his own customers, 
he cannot be expected to scratch the surface of the possi- 
bilities that lie hidden to him at the present time. Gems 
have always been the most precious of inanimate objects. 
They have been intimately associated with the lives and 
sentiments of man for tens of thousands of years. They 
were perhaps worn before clothes. Their “background” 
is stupendous compared to that of antiques and other 
so-called luxury merchandise which the jeweler has seen 
other merchants make more attractive to his customers. 
The antique dealer and interior decorator—and the 
majority of art galleries—have been established, and their 
sales built'up, by dealers who entered these businesses be- 








cause of their own appreciation of fine things. With their 
knowledge of such merchandise as a basis, and the enthusi- 
asm which always goes with such knowledge, these dealers 
have built up new trades while the jeweler has remained 
stagnant. They have built this business by educating 
their customers and through such education created an 
appreciation and desire which has resulted in sales. Their 
business is one entirely confined to “necessities for the 
few.” However, history, romance and other “back- 
ground” are now similarly being used by oil companies, 
electrical manufacturers, and other businesses, while the 
average jeweler, with a thousand times more interesting 
merchandise, often hesitates to expend the effort necessary 
to take advantage of his possibilities. 

Knowing and appreciating one’s merchandise will im- 
measurably stimulate the business of every retail jeweler. 
By adding to his present sales equipment this factor, the 
value of which is being so successfully demonstrated in 
an ever increasing number of other trades, the jeweler 
is just beginning to learn how to turn the public’s latent 
in:erest into sales. 


Announcement has been made of the marriage of Clar- 
ence John Jacobs, son of Mrs. Emma Jacobs and the 
late August Jacobs, of Quincy, IIl., to Miss Eleanor 
Vincent Settles, daughter of Mrs. Emmett Vincent Set- 
tles, of Hannibal, Mo. The ceremony occurred on Tues- 
day, June 25. Mr. Jacobs is connected with the jewelry 
store owned by his mother and founded by his father, 
53 years ago. 
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A FANCY PAIRS, BAGUETTES 
<> MELEES 
GEM DIAMONDS 


FINE QUALITY ONLY 
Direct From Their Sources 
@ Priced So You Can Make a Profit 
@ Call On Us For the 
SPEEDY, EXPERT SERVICE 
4 That Has Brought Us Apprecia- 
@ 
) 


tion And Success With Fine 
Manufacturers For A Decade. 


ih D Leveridge. 


22 West 48 Street 
New York 
Telephone: MEdallion 3-0642 


AMSTERDAM ANTWERP PARIS 
Sole Producers of the al D Leveridge. Millimeter Gauge, 


Used constantly all over the world. 





ZIRCONS 


WHITE - BLUE -RED-BROWN 


Shipments to WRITE—for 
distant points instructive folder 
via Air Mail on ZIRCONS 


JAMES A. DRILLING CO., 87 Nassau St.,N.Y. 
































WHOLESALERS 
WIRE or WRITE for Samples of our NEW LINE of 


WATCH STRAPS 


at prices to meet profitably your every requirement. 


WESTERMAN MFG. CO. Nein oN Y: 








GEM-STONES By G. F. Herbert Smith 


An Interesting Authoritative Book 
Comprising 40 chapters and many diagrams, plates and tables by an outstanding 
authority. Over 300 pages. Price $3.00. 
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New Marking Standard 


(From page 55) 


thereto a quality mark shall also have applied thereto, and 
adjacent immediately to such mark, and equally visible, legible, 
clear and distinct, the name or a trade-mark duly applied for or 
registered under the laws of the United States, of the manufac. 
turer or seller of such article. Initials shall not be used in liey 
of a name, unless registered as a trade-mark with the United 
States Patent Office. 

10. Class, Pattern, Type, or Style Mark.—lf an article has 
applied to it a quality mark conforming to the requirements of 
this standard, and the name or a trade-mark duly applied for 
or registered under the laws of the United States, of the many- 
facturer or seller of such article, it may also have applied to it 
numerals or other indicia to identify the class, pattern, type, or 
style of the article. No class, pattern, type or style mark, 
whether applied to an article, as defined herein or to any other 
merchandise of similar appearance, shall be of such character 
or in such location as to be susceptible of confusion with or for 
a quality mark. 

11. In order that the consumer may become familiar with the 
significance of the quality marks herein defined, silver and gold 
articles conforming to this standard may be accompanied by a 
certificate, tag, card or other label, incorporating the following 
wording: 

“The Company guarantees this Silver and Gold 
Article to be marked for quality in strict accordance with 
Commercial Standard CS51-35 as issued by the U. S. De- 
partment of Commerce and approved by the American 
Standards Association.” 


International Nomenclature of Gem Names 


A pamphlet published in four languages and under the 
name of “International Nomenclature of Admissible 
Trade Names of Precious and Semi-Precious Stones In- 
cluding Synthetics, Doublets, Imitations, and of Pearls” 
has been just issued by the B.I.B.O.A. at The Hague, 
Holland, which is the International Bureau of the asso- 
ciations of manufacturers and importers of jewelry, gems 
and precious metals of the world. 

This pamphlet has as its object the establishment of 
definitions for such precious stones as are used in the gem 
industry and the jewelry trade, following the work done 
by the German technical associations. It was based on 
the work of the National Association of German Jewel- 
ers, Goldsmiths and Silversmiths, the Chamber of Indus- 
try and Commerce of Idar and work by such scientists as 
Prof. Dr. Brauns of Bonn and Prof. Dr. Schlossmacher 
of Ko6nigsberg, and the principal of the technical school 
at Idar. With this they had the cooperation of jewelers 
of different countries to preserve adjustment in the use of 
names in the trade between nations. In the translation 
of the work into the different languages, many experts 
participated, and in the translation into English the assis- 
tance is acknowledged of Messrs. E. Hopkins, W. 
Larkam, C. Mathews and A. E. Shipton. 

The nomenclature covers all the gems used in any way 
in the precious stone and jewelry trade. The gems are 
classified into columns, giving their color, hardness, spe- 
cific gravity, refractive index, the wrong denominations 


. used in the trade, improper names applied to them, etc. 


The descriptions appear in German, English, French and 
Italian. 


The sales price of the book is given as 4 Dutch guilders 
($2.65) per copy. 
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CONDITIONS IN EUROPEAN DIAMOND 
MARKET 


An Interview with Samuel Swaap of the 
Amsterdam Diamond Corporation 


In spite of the departure of Belgium from the gold 
standard early in April of this year, the diamond market 
remains in a firm condition, according to Samuel Swaap, 
prominent manufacturer of Amsterdam, who arrived in 
New York recently for a visit of a few» weeks.- The 
stability of prices, he said, is due to the rigid policy of the 
Diamond Corporation of London in maintaining prices of 
rough at an even level. 

Mr. Swaap described at length the various factors which 
go to affect the market value of diamonds to a representa- 
tive of THE JEWELERS’ CirCULAR-KEysTONE. ‘“Funda- 
mentally,” he said, “the price of diamonds depends upon 
the value of rough material set by the Syndicate in Lon- 
don. In September, 1931, when the pound went off the 
gold standard, the Syndicate adopted the policy of de- 
termining the gold value of the rough shown, then fixing 
the price in pounds at the rate which prevailed at the time 
of the offering. “Thus diamond prices were not permitted 
to fluctuate in terms of the foreign exchange, but always 
represented gold value under the laws of supply and de- 
mand for diamonds, not the pound sterling. ‘This con- 
tinued until early in 1934 when, feeling that the pound 
had achieved a more stable level, the Syndicate returned 
to the pound as a measure of value. However, although 
no official announcement was made, it is generally under- 
stood that should fluctuations of the pound in foreign 
exchange again become such a factor as to confuse true 
diamond values, the Syndicate will resume its policy of 
fixing the price of rough in gold, and then computing its 
equivalent in pounds. 

“The condition of stocks today is also favorable to a 
firm market. The only source of rough which is un- 
controlled by the Diamond Corporation is South America 
—British Guiana and Brazil. However, production in 
these countries is very small. Stocks in Amsterdam and 
Antwerp are very low, and I have observed that in this 
country both importers and retailers have virtually no 
stocks. The Russian goods which dribbled in through 
various channels for years after 1917 have finally been 
absorbed. Even in good times the liquidation of Russian 
jewels was often the cause of pressure on the market, but 
it is safe to say that today this is no longer a factor. 

“The rough coming from Africa at present is entirely 
the product of the alluvial fields. Officials of the Dia- 
mond Corporation declare that the cost of production is 
too much for the great pipe mines to be operated at cur- 
rent price levels of rough, and that until these values 
increase the pipes will remain closed. Should the demand 
for diamonds reach a point where it is necessary for the 
pipe mining to be resumed, there will be an immediate 
appreciation in diamond prices to meet this increase in the 
production cost. 

“Wages are an important factor in the price of cut 
diamonds. For stones smaller than 20 per carat in size, 
50 per cent or more of the cost is in the cutting. Ina turn, 
wages are largely dependent upon the foreign exchange. 
Particularly aggravating to the legitimate diamond cut- 
ting industry in its effect upon wage levels has been the 


(Turn to page 119) 
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The new Fall line of 
age 
WRISTACRATS was 
designed to increase 


YOWr watch bracelet 


sales. Every item in the 
line has a distinctive 


| that will 
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You'll earn greater 


profits by selling the 


line that’s in demand— 


WRISTACRAT. 


Sold only thru selected 


wholesalers. 


LOUIS STERN 
COMPANY 


PROVIDENCE, RK. I. 
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Make Them Cheer Your Window Displays 


(From Page 43) 


is something one merchant can build up in the mind of a 
customer while another merchant gets the sale. If we 
used fountain pens in our newspaper copy, for example, 
we may create a desire for a fountain pen but we ap. 
preciate that the potential customer could run down to the 
corner store near his home and fulfill his desire and that 
wouldn’t be very good business for any jeweler, would it? 
So we were confronted with the problem of creating a de 
mand for the fountain pens that C. D. Peacock sold. 

“We look at the fountain pen and the pencil as one of 
our utility items. Watches and sterling silver are the 
other two utilities. But with the pen and pencil we 
realized that every time a pen purchased in our store was 
used it was a reminder of C. D. Peacock’s store.” 

“Our appeal is made with a window display. These dis- 
plays are set up as attractively as possible. The manufac- 
turers are always very glad to help dealers out in this 
respect. But the point with us was that we were desirous 
of bringing in business from the street with our window. 
And we did bring in business. 

“T believe the same psychology we use would apply with 
the smaller store” said Mr. Slaten. ‘The idea behind the 
whole thing is to sell the confidence the jeweler has created 
in the minds of the community in which he operates. He 
sells his reputation along with everything else he sells.” 

The window display used was most attractive and noth- 
ing should be said to detract from its value as a sales 
medium but let us pass beyond the window and into Pea- 
cock’s pen department and see what has been done to 
further encourage sales. 

At Peacock’s you will find a display case lowered to 
table height with chairs ready for the pen buyer to come 
in and try the pens. Only one line of pens is carried. 
One argument in favor of carrying but one line is that the 
salesman does not need to compete with himself in mak- 
ing a sale. Behind this counter Peacocks have clerks who 
know fountain pens. 

At Peacocks the window display was the only advertis- 
ing used for fountain pens and during the period of one 
display fountain pen sales showed an increase of about 
300 per cent. This attests to the value of the jewelry 
store window as a sales medium. This window was not 
on State Street it was around the corner on Monroe Street 
and the last window East of State Street, almost half a 
block from Chicago’s heaviest stream of traffic. 

The fountain pen as a leader to other sales is considered 
by Peacock as important. Not that fountain pen sales in 
themselves are to be considered unimportant. But a 
jeweler must build a reputation for service and the items 
he offers. He must bring his trade to his store with a bait 
of confidence in the jeweler. He must prove he knows 
whereof he speaks. The fountain pen can help him do 
this aside from being another avenue of revenue across 
the counter. 

As Mr. Slaten pointed out there is no item too small for 
the far-sighted jeweler to include in his list of things with 
which to create friends for the store. Again, as he pointed 
out, one of the greatest assets a jeweler can create is good 
will. 

There are numerous ideas which can be used in a foun- 
tain pen display. In the smaller town the jeweler can 
see to it that one of the town’s popular leaders writes a 
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letter with one of his pens. When a contract of civic 
importance is signed his pen should be used. Ideas such 
as this can be followed up, copies of the documents in- 
yolved used, pictures of the persons involved and a display 
of pens. All of it should point to the jeweler as the 
place to buy fountain pens. 


Making Small Ads Do a Big Job 


(From Page 41) 


keep on doing this. Be alert for the new things and make 
them public. You will soon get the feeling abroad that 
your store is ahead—it shows new things first. This kind 
of publicity is worth tons of editorial talk about ante- 
cedents and store history. Wherever possible get a good 
illustration of these new items and give them deserving 
space in your papers. 

When you have items that are unusual values, adver- 
tise them right away. That’s what the public is always 
interested in. Plan to get such items. They bring peo- 
ple into your store, and once a person has visited your 
place of business, the second visit is a much easier one to 
make. 

About the twentieth of each month, plan next month’s 
advertising. Decide on how much you can spend. Divide 
that into inches and then apportion so many inches for 
each week. Go through your stock, make note of the 
items for which you had the most calls recently. Perhaps, 
they’re the kind of items that should be advertised. In 
this way you will avoid those last minute hasty decisions 
of putting just something in your ads when the news- 
paper solicitor comes around to remind you that it’s time 
to get up your ads. 

Whether your newspaper has 2000, 5000 or any 
other number of readers, look upon those readers as 
potential customers. They have specific needs in mind and 
will listen to you if you tell them something they want 
to hear, not just something you want to say. Keep re- 
membering that every time you are planning a newspaper 
ad and watch how soon you will begin getting more direct 
calls from your ads. 

Every man in business has often wished he could hire 
people who could speak and do for his business, just the 
things he had in mind. Your newspaper gives you that 
opportunity anytime you want to use it. But, it’s im- 
portant that these messages be given the necessary thought, 
so that they will reflect you and your policies. And, it’s 
also important that you keep on delivering these messages 
so that as each reader becomes a prospect, he is reminded 
again of your store. 

If you, Mr. Retail Jeweler, will think of your news- 
paper advertising in this light and aim for that style of 
copy that reflects uniformity and consistency, you will 
thank your lucky stars that you have such a medium at 
your disposal. 


New Material Catalog 


. Conover & Quayle, Inc., 10 Maiden Lane, New York, have recently 
Issued to the trade their first catalog, a large size book of 168 pages 
offering complete lines of tools, findings, watch materials and all types 
of jewelers’ supplies. There are literally hundreds of illustrations 
showing articles needed by the jeweler. Besides the materials there are 
also full lines of boxes, packaging accessories, and silver chests. 
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A change has taken place. Science has scored another 


success. Silver tarnish is now PREVENTED instead of 
REMOVED. 


Thousands of jewelers have discarded the old-fashioned 
polishing of silver. They have discovered the new, modern 
way to protect their silver. They have discovered Silver 
Sentry. 

One Jeweler writes: “With your Silver Sentry our silver has 
now passed 2 months without the slightest deterioration.” 
Another: “Kindly send me one dozen Silver Sentry. The 
samples purchased in January have proven MOST satisfac- 
tory.” Still another: “We have tried your Silver Sentry in 
our display case and found it VERY satisfactory.” 

Silver Sentry is NOT a polish, NOT a lacquer, and is NOT 
applied to silver. It is an odorless compound that absorbs 
the tarnish-causing gases in the air and thus PREVENTS 
silver from tarnishing. 

A single jar works effectively in the average size (5 x 2x 2) 
silverware drawer or chest. For the average showcase or 
display shelves 3 jars are recommended. Will last at least 
3. months. 


Order from your jobber or mail coupon to us giving his 
name. 






(Patented) 


RETAILS 50¢ 





SILVER i] SenTaV 


C Please send me.............. trial jars (50 cents each). 
doz. of Silver Sentry, less regular trade 

















Keeping a stock alive with 
attractive items is the secret 
of rapid “turnover” - - - - 


Shown here are four selections from a wide and 
varied assortment of New Haven watches designed 
to appeal to people who expect something different. 
If not at your jobber’s, send us his name. 


JEROME 


—men’s wrist watch with jew- 
eled movement and Wads- 
BH) worth case 


Has finely constructed jeweled 
movement and genuine Wads- 
worth chromium plated case very 
attractively designed. Available 
with silvered dial and gold num- 
erals at $5.00 Retail or $6.85 
Keystone; or with black and sil- 
vered dial and | 

# radium numer- 
als at $5.50 Re- 
tail or $7.55 
Keystone. 
Choice of leath- 
er strap or link 
bracelet with 
ratchet clasp. 





ELF 


—ladies’ wrist watch with jeweled 
movement and Wadsworth case 

A neat-appearing, well-made watch with 
jeweled movement. Case is of Wadsworth 
make, chromium plated. Dial is. silvered 
with etched gold numerals. Choice of link 
bracelet with ratchet clasp or silk cord. An 
ideal watch for sport, class room or office 
at the low retail price of $5.00, or $6.85 


Keystone. 
BROWNIE 


—a new, extra small and extra thin 
model for men 





Designed for those 
who like an unusu- 
ally small, thin 
watch. Has chrom- 
ium plated case and 
attractive two-tone 
silvered dial. Sup- 
plied with leather 
strap or link brace- 
let with ratchet 
clasp. Retail, $4.00; 
Keystone, $5.32. 


TE. 
Saige mee ag 





FAD 


—big value at a little price 


At the low retail price of $2.90 (Keystone, 
$3.80), the FAD men’s wrist watch is an excel- 
lent seller. Has thin-model, chromium case 
with smart black and silvered dial. Detachable 
link bracelet or leather strap. 


All prices slightly higher on Pacific Coast 
WATCH DIVISION 

THE NEW HAVEN CLOCK CO. 

NEW HAVEN, CONN. 
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DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 


Price $1.50 Postage Paid 


This new book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 










The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 
stones. 





















It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x51 inches. 
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A 
MESSAGE 
From 
PRESIDENT 
McNEIL 


Left: Waldorf-Astoria Convention 
Headquarters. 






TO ALL MEMBERS OF 
the JEWELRY TRADE 


in the 


UNITED STATES 


ee year in the history of the American Na- tion purposes, where the finest display of jewelry store 
tional Retail Jewelers Association is drawing to a merchandise will be offered for your inspection. 

close with improved business, renewed confidence and The last week in August is at the close of the vacation 
brighter prospects. season, and before the fall buying commences. 


We invite you to come to the 30th annual convention 
of your association, to be held on Aug. 26, 27, 28 and 29, 
1935, in the city of New York, at the Waldorf-Astoria 


Everything will be done for your information, educa- 
tion, entertainment, comfort and pleasure. Give us the 
privilege of greeting you on Aug. 26. 


Hotel. 

All branches of the jewelry industry located in New Cordially yours, 
York are at your service. The Waldorf-Astoria has been Wituiam D. McNett, President, _. 
selected because of its marvelous equipment for conven- American National Retail Jewelers Association. 
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LEADING NEW YORK JEWELERS 


{ Among the landmarks of the most important reta | 
shopping center in the world—Fifth Avenue, New 
York—are the famous jewelers of the city. And in 
contrast to these houses of international note are the 
small modern shops, often high above the street level, 
which express a recent trend in retailing. { Fifth 
Avenue bids the jewelers of the country welcome! 


Above—Main Sales Room, Marcus & Co., Inc. 
671 Fifth Ave. 


Below—Corner of Ovington’s Gift Shop, Inc. 
437 Fifth Ave. 





to by Underwood & Underwood 


Above—Building of Tiffany & Co., 409 Fifth Ave. 





Left—Interior 

of Pierre Rwedi 

establishment at © 
Fifth Ave. 


Interior of the new Trabert & Hoeffer, Inc., Shop, 407 Park Ave. Old Masters Associates 
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Above—Sales Floor of Udall & Ballou, Inc., 734 Fifth Ave. 













t 
surety: | Seana 
Bua ‘SG 
\° 
| ag 


4 


a 
ees! 


Exterior View of Cartier (Incorporated) 653 Fifth Ave. 


Buildings of 
Black, Starr & 
Frost - Gorham, 
Inc., 594 Fifth 
Ave. 





Above—Ayre & Taylor, Inc., Salon, 608 Fifth Ave. 


Right—Silverware department in the 
Wanamaker store. Old Masters Associates 
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Section of Main Lobby at the Waldorf-Astoria 


A.N.RJ.A. Convention Program 


At this writing 


it is impossible to give a complete program of the con- 

vention sessions of the 30th annual convention of the 

A.N.R.J.A., which will be held at the Waldorf-Astoria 

Hotel the week of August 26, but the information here- 

with should develop the desire of every retail jeweler, 

manufacturer, wholesaler and importer to attend and 
participate in this. most important convention and trade 
show. 

In response to many suggestions and requests, this will 
be “An Old-Fashioned Convention,” with the underlying 
thought “Making Your Business Better in 1935.” 

_. "Phe convention sessions will be preceded by the meet- 
ing of the executive committee on Monday morning, 

August 26, at 8 a.m. This meeting will close promptly 

at 10 a. m. in order that the officers may join the arriving 
. delegates. and. members on the convention floor, so that 
»all newcomers will be greeted by their own officers as well 
“Sas by the registration. and reception committees. 
t+» The officers’ conference, which has become one of the 
‘= gutstanding features of the conventions, will be held Mon- 
day afternoon from 2 p. m. to 4, and at that time talks 
will “he given on association topics by state, local and 
.. fational officers. The program for this feature will be 
~ given im the pre-convention issue of the A.N.R.J.A. Bulle- 
fin. “While this session is primarily for association officers, 
- everyone is welcome. It is not a closed session. 

‘Monday evening, the opening session of the convention 
will be held, and sessions will follow on Tuesday morn- 
ing, Tuesday afternoon, Wednesday morning, Wednes- 
day afternoon—at which time a Style Symposium will be 
staged—Thursday morning and then the final but very 
important convention session Thursday afternoon, at 
which reports of officers will be received, officers elected 
“and installed, and the convention resolutions adopted. 

The entertainment features, including the staging of 


68 





the convention banquet, will be in the hands of the New 
York committee. 

Among the speakers who will address the convention 
are the following: 

Kenneth M. Goode, of New York, nationally known 
merchandising and marketing consultant—‘Let’s Sell 
Business a New Brain—and Eat Turkey Every Day.” 

Paul T. Cherington, New York, noted economist, 
author and marketing expert. 

Charles A. Hammarstrom, account manager, Kenyon 
& Eckhardt, New York, formerly general manager of 
Marcus & Co.—“What Price Appeal ?” 

Kenneth N. Whatmore, display manager, International 
Silver Co., Meriden, Conn. 

Mrs. Polly Pettitt, head of the New York School of 
Display, formerly with Black, Starr & Frost-Gorham, 
New York. 

Harry P. Bridge, Jr., Bridge & King, Philadelphia, 
formerly editor The Keystone—‘Plus Merchandise.” 

William Gibson, Chicago, president, National Asso- 
ciation of Credit Jewelers—‘‘Credit Selling in the Cash 
Store.” 

Charles P. Coster, Rochester, N. Y.—‘Star Boarders.” 
(Numerous requests have been received to have this ad- 
dress with Mr. Coster’s latest thoughts on the subject.) 

Fred J. Cooper, Philadelphia—“Building Business 
Through Publicity.” Mr. Cooper has become well known 
in his city and state for the informative addresses which 
he has made. He will discuss the means and methods 
employed to assemble the material, etc. 

“ Wilson A. Streeter, president of Bailey, Banks & 
Biddle Co., Philadelphia, will discuss “Legislation, with 
Special Reference to Taxation.” Mr. Streeter’s long and 
intimate service to the trade in these fields has made him 
an expert and his advice is always appreciated. 

John Hackes, American Gem & Pearl Co., New York, 


THE JEWELERS’. CIRCULAR—KEYSTONE 
for August, 1935 























& 


Dancing on the Starlight Roof 

Garden of the Waldorf-Astoria 

where the convention delegates 

will have opportunity to spend 
leisure time. 


will discuss “Precious and Semi-Precious Stones.” 

William G. McDougall, of New York, will lead a 
discussion on ‘““The Watch Department—Its Importance 
to the Average Retail Jewelry Store.” 

William G. Drosten, of St. Louis, vice-president, 
A.N.R.J.A., will lead a discussion on the subject “Mer- 
chandising Schemes Successfully Tried by Others.” 

George Engelhard, publisher of the National Jeweler, 
Chicago, will lead a discussion on the subject “The 
Jeweler’s Right to the Jewelry Business.” 

Others who are expected to speak are Howard L. Car- 
penter, Providence, R. I., the newly elected president of 
the National Wholesale Jewelers’ Association (he will 
make one of his interesting addresses which have gained 
fame for him wherever jewelers meet); Dr. Paul H. 
Nystrom, of Columbia University, one of the Board of 
Consulting Economists of A.N.R.J.A.; Prof. Malcolm 
P. McNair; Prof. Carl N. Schmalz, of the Graduate 
School of Business Administration of Harvard Univer- 
sity, and Miles E. Robertson, general manager of the 
Oneida Community, Ltd., Oneida, N. Y. 

Other topics which will be discussed and for which the 
speakers have been selected are the following: 1—‘“If I 
Were a Jeweler,” 2—‘Stock Control,” 3—“Store 
Fronts,” 4—‘“Store Lighting,” 5—‘‘Merchandising Ster- 
ling Silver,’ 6—‘“The Retail Silver Department,” 7— 
“Broadcasting Time,” 8—‘Modernizing Your Minds,” 
9—“Watch Smuggling.” 

It is expected that a “Style Symposium” will be held, 
which will be conducted by Mrs. June Hamilton Rhodes, 
head of the organization bearing her name, at which the 
speakers will be the fashion editors of Vogue and 
Harper’s, and Mrs. Rhodes, who will bring the latest 
fashion news from London, Paris and the continent. 

The title of the symposium will be “Around the 
Clock,” and the proper costumes and jewelry will be 
shown for every hour of the day, beginning with the 
“Morning Shopping Costume,” the “Bridge Luncheon,” 
the “Cocktail Hour,” “Dinner” and the formal dress for 
the evening affair. Living models will illustrate and 
demonstrate these various costumes: and jewelry. 

An opportunity will be given for a full and free dis- 
cussion of the subject and questions will be welcomed. 
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This Style Symposium will be in charge of the Jewel- 
ers’ Publicity Campaign Committee, of which President 
William D. McNeil is chairman, and a full explanation 
of the Publicity Plan will be outlined at the convention. 

Numerous conferences will be held during the conven- 
tion between representatives of manufacturers and re- 
tailers. —The Watch Inspectors of the Baltimore & Ohio 
Railroad Co. (150 in number) will hold their annual 
meeting during the convention. 

The following committees have been organized under 
the general chairmanship of Alfred Morell to insure the 
visitors a hearty welcome and a most enjoyable time while 
in New York: 

Reception Committee—William G. McDougall, chair- 
man; Emil W. Kohn, Theodore A. Kohn & Son; New- 
ton H. Rogers, William Wise & Son; Jacques LeRoy; 
A. F. Kraus, E. M. Gattle & Co.; Prentice Luckey, 
Brand-Chattilon Co.; Wilson A. Streeter, Bailey, Banks 
& Biddle Co.; E. Lathrop Sunderlin, The Sunderlin Co. ; 
Russell E. Brigham; L. M. Campbell; B. T. Weber; 
H. Victor Paul, Wiss Sons; H. M. Seaman, Marston & 
Seaman; Victor Lambert, Lambert Bros. 

Registration Committee—Samuel Feldman, chairman; 
Phineas Peters, George Korsunsky, Hyman Goldschmidt, 
Louis Haimann. 

Banquet Committee—Kenneth I. Van Cott, chairman, 
Marcus & Co.; Paul Rosier, Cartier, Inc.; L. J. Rad; 
Edward M. Baringer; Alfred A. Smith, Black, Starr & 
Frost-Gorham, Inc.; Samuel Feldman; Charles Hoen- 
ninger. 

A special women’s committee has been appointed whose 
duty it will be to see that the women visiting are taken 
care of during their stay in New York. This committee 
consists of: Mrs. Emil W. Kohn, Mrs. Kenneth Van 
Cott, Mrs. Samuel Feldman, Mrs. Pauline Korsunsky, 
Mrs. Jacques LeRoy, Mrs. E. M. Baringer, Mrs. Wil- 
liam Wagner, Mrs. Alfred Morell, Mrs. W. D. McNeil, 
Mrs. C. T. Evans, Mrs. Phineas Peters, Mrs. Hyman 
Goldschmidt, Mrs. Henry Healy. 

According to the custom of the past several years, a 
buffet lunch will be served on Monday evening following 
the opening convention session, and the convention ban- 
quet will be held on Tuesday evening at the Waldorf- 
Astoria. 
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AMERICA’S LEADING SILVERSMITHS 
6 W. 48th St., New York City 
10 S. Wabash Ave., Chicago 
140 Geary St., San Francisco 


OA 


“SWAMPED BY ORDERS... 
BUTTERCUP RETURNS TO 
ACTIVE LIST” 





this pattern when customers call. 


UT T eR CUP 
Cue CO the moat popular 


ornate pat te Ths in 


Sterling by GORHAM 


The return of Buttercup pattern to the active list of 
Gorham Sterling gives every Gorham jeweler a real sales 
opportunity with customers who are buying today for the 
first time—and those who want to complete their service of 
Buttercup, bought years ago. Today Buttercup is one of 
 eumen ante the most popular ornate patterns in the Gorham line — 
ranking with other Gorham leaders... the best selling 
patterns in the world. We are featuring Buttercup in our 
fall national advertising. Make sure now that you will have 
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STUDENT SILVERWARE DESIGNS 


Among those who looked 


into the future a few years ago and realized that indus- 
trial design would some day become an important and 
legitimate branch of the arts were James C. Boudreau, 
director of the School of Fine and Applied Arts of Pratt 
Institute, Brooklyn, and Philip H. Pratt, supervisor of 
the department of design. 

As a result of the foresight of these two men and 
others connected with their school, Pratt Institute was 
the first to introduce a department entirely devoted to 
the teaching of industrial design. Today, students in this 
school are being prepared for useful and profitable careers 
as designers of jewelry, silverware, textiles, glassware, 
ash trays, candlesticks, in short, almost every article of 
merchandise manufactured and sold. 

In the 48th annual art show, held recently, Pratt In- 
stitute students exhibited, along with paintings, draw- 
ings and other designs, a collection of new patterns in 
tableware made for one of the leading silverware manu- 
facturing companies of the country. Following the speci- 
fications of this company and working in close coopera- 
tion with its representatives, students submitted, in com- 


| | 
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petition, several sets of designs from which winners were 
selected for actual use. 

This is typical of the practical experience encouraged 
at Pratt Institute, where students work with commercial 
companies, whenever feasible, and learn how to apply 
their art to business needs. 

The students begin by devoting one year to elemen- 
tary principles of drawing and design. In their second 
year they specialize in two-dimensional or three-dimen- 
sional work, according to their choice. By the third year, 
all students must be sufficiently advanced in the subject 
of their specialty to apply their knowledge appropriately. 
This requires study of the latest processes of manufac- 
ture, for young designers, fresh from school, are expected 
to introduce the very latest of ideas. 

Instead of depending entirely upon instructors who 
have spent the greater part of their lives in classrooms, 
lecturers and teachers are secured from professional 
fields. Men and women who have won success for them- 
selves are asked to spare a few days for teaching. 

Tableware patterns shown in the accompanying illus- 
tration were designed under the joint supervision of Miss 
Margaret Blumenthal and Philip H. Pratt. 
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Assayers — Smelters — Refiners 


per Karat, per Dwt. 
30 10k $0.67! dwt.; 
| 14k $0.941, dwt.; 
18k $1.21), dwt. 


Market Prices for Silver Scrap—1l0c per lb. for silver plated ware. 
25¢ to $2.50 per oz. for gold-filled scrap, depending on gold content. 


Checks mailed same day shipment is received. Lot kept intact until 
our payment is approved. 


National Metals Corporation 
28 John Street New York, N. Y. 











Do you buy, sell or use gems 
and gem materials? 


Kraus and Holden’s 


Second Edition 


Gems and Gem Materials 


By Epwarp Henry Kravs, Professor of Crystallography and 
Mineralogy and Director of the Mineralogical boratory, 
University of Michigan, and Epwarp F. Howpen, Late 
Instructor of Mineralogy, University of Michigan, 
260 pages, 6 x 9, 325 illustrations, $3.00. 


The first part of the book discusses those properties which 
are necessary for an appreciative understanding of gems such 
as crystal forms, physical, optical and chemical properties, 
formation, occurrence, cutting, polishing and naming of gems. 


The second part of the book contains reference tables of 
the various characteristics of gems and gem materials, con- 
veniently classified, handy for ready reference. 


Five Features of the New Gem Book 


Valuable statistics on production and occurrence. 

Full discussion of cutting and polishing of gems. 

Full treatment of manufactured stones, including detailed discus- 
ag of artificial rubies and sapphires, glass imitations, bake- 
ite, etc. 

4. Numerous tables of gems arranged according to various prop- 
erties. 

Summary Table for reauy .eference. 


oN p 


Order your copy today from 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York City 
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Canada’s Silverware Industry—1934 


(Compiled by George R. Donnelly for the Special Division 
of the Bureau of Foreign Commerce) 


er Canadian silverware industry produced $2,820,778 
worth of silver-plated and sterling silverware in 1934 
according to official report. This is an increase of 216 
per cent over the $2,318,461 in 1933, but a 46.6 per cent 
decrease when compared with 1932. 

There were 12 factories in Canada producing goods of 
this kind in 1934. Ontario was the.center of production, 
having nine firms, while Quebec has but two and the re. 
maining one is accredited to British Columbia. 

Factory sales in 1934 totaled $2,824,393 and inven- 
tories at the end of the year amounted to $571,513, 
(This division recently released special circular No. 1270 
“Canada’s Jewelry and Silverware Industry.” The 
statistics published covering the silverware industry do 
not check with those which are contained in the follow- 
ing tables. No explanation is given but it is believed to be 
due to a recapitulation having been made of the census 
returns and some items having been transferred to other 
classifications to insure a more accurate picture of the in- 
dustry. ) 


Table 1—PRODUCTION OF ELECTRO-PLATED WARE AND 
STERLING SILVERWARE 


Items 1931 1932 1933 
Hollow-ware, electro-plated :— 
On Britannia metal ............+.4. $638,754 $424.905 $346,522 
SEED © 6.59 i 0:0.6.0.6.0 0b e006 275,660 333,770 366,390 





Se OOO GRE GOROET onc cccescvccccs 173,792 110,514 246,865 
Flatware electro-plated on nickel-silver.. 918,992 543,008 736,400 
Sterling silver hollow-ware and flatware. 498,305 401,327 347,560 
ME 55 6404s Sees 160d oF e ee eee 263,045 137,442 274,724 

I | 5-45 Ara Ws a iahiwye arvbee ii-wie bie eal 2,768,548 1,950,966 2,318,461 


Table 2—PRODUCTION AND FACTORY SALES OF ELECTRO. 
PLATED AND STERLING SILVERWARE; 1934 AND FACTORY 
INVENTIONS AT END OF 1934. 


Factory Factory in- 
Production sales ventories at 
Items 1934 1934 end of 1934 
Hollow-ware, electro-plated :— 
On Britannia metal .............. $355,447 $394,367 $73,607 
ETT re 359,327 423,693 70,396 
On DYOOS GME COMME 2... ccc cvesee 431,457 448,069 102,597 


Flatware electro-plated on nickel-silver 904,607 821,440 137,433 





Sterling silver hollow-ware and flatware 322,080 309,497 83,899 
Sterling silver toiletware ............ 132,402 145,932 34,116 
SE EEGs. 54 1 o bss oo abe wba sok 315,458 281,395 68,465 

0 Ee ee er ee 2,820,778 2,824,393 571,513 


Note—Figures for 1934 are preliminary and subject to revision on further 
examination of final reports received from the producers. 


Table 3—IMPORTS INTO CANADA OF ELECTRO-PLATED WARE 
AND SILVER MANUFACTURES, 1931-34 
1931 1932 1933 1934 


Item 
Nickel-plated household hollow-ware— 


TOTAL IMPORTS w.cvccvcceess $13,213 $12,915 $1,900 $9,075 
4 127 29 


From—United Kingdom ........ 3,863 4,460 

United States ....ccccee 9,010 6,833 1,442 5,256 
Nickel-plated ware, n.o.p.— 

ppg ge AB) 8 oy 2 1,185,115 845,734 569,862 753,421 
From—United Kingdom ........ 115,138 136,442 72,282 76,421 
oe” eee 884,532 538,635 355,254 505,545 
I, 2 o's 6.0 00's 0:0 3.0 91,557 81,756 83,862 106,561 
 iinecieais Hats oe F500 44,355 42,961 31,868 43,311 
ere 21,086 14,736 7,929 10,030 
DR haseketicateatse Canes me 9,409 521 4,648 


Aus 
Electro-plated ware and gilt ware, n.o.p.— 


TOTAL IMPORTS ....0secneeee 575,234 337,721 260,176 384,400 


From—United Kingdom ........ 445,564 272,281 196,462 241,972 
United States .......... 104,872 46,748 51,781 126,204 
BTOMCO cecevvccccsdeves 8,906 8,144 2,669 2,107 
GerMAny veccrccccccres 7,562 2,714 3,710 5,614 


Silver, manufactures of n.o.p., and 
articles consisting wholly or in part 
of sterling or other silverware— 


POT TPORLS spect vecvnsss 115,127 94,108 73,666 67,425 


From—United Kingdom ........ 82,595 71,703 51,420 46,430 
STONE WONUED fécescccce 26,827 15.733 13,674 14,004 
OS eRe eee 2,091 3,463 3,533 1,989 





Klivans Jewelry Co., operator of three stores in 
Youngstown, Ohio, will open another unit at 255 Seneca 


St., Oil City, Pa. 
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Teviah Sachs Appointed as Assistant to President of 
Gruen Watch Co. 


Announcement has been made to the effect that Teviah 
Sachs’ has been appointed assistant to Benjamin S. 
Katz, president of the Gruen Watch Company, Time 
Hill, Cincinnati, Ohio. Mr. Sachs comes to the Gruen 
Watch Co. with a large and varied experience in the 
jewelry business, which includes eleven years of service 
in an executive capacity with a large retail concern. In 
addition to this experience, Mr. Sachs has also spent a 
number of years with a large wholesale watch concern 
as general manager. Prior to his connection with the 
Gruen Watch Co., Mr. Sachs was a partner in the Amer- 
ican Watch Distributors Co., with offices in New York 
and Rochester. With his entrance into the manufactur- 
ing end, Mr. Sachs will have touched upon all phases of 
watch production and distribution. 


Merchandise Market 
Gifts of Leather 


Among gifts that are of particular interest to retail jewelers are gifts 
of leather goods. Such a line is being offered by F. O. Merz & Co., 
754 N. 45th St., Philadelphia. The new fall line includes hundreds of 


distinctive items. 


Ronson Fall Advertising 


“No time for siestas or slack seasons or intermissions,” says ART 
METAL WORKS, INC., makers of Ronson lighters. Those wholesalers 
and retailers who utilize the merchandising helps constantly suplied with- 
out charge, find a ceaseless flow of business coming to them. The fall 
advertising, which will appear in leading national consumer magazines 
beginning August 1, will feature an extremely human gift appeal cap- 
tioned, ‘‘Watch their faces Light Up when you give them a RONSON.” 


Schwartz Bros. Feature Parker Watches 


Schwartz Bros., 580 Fifth Ave., New York, are strong believers in the 
value of attractive window displays and give much attention to them. A 
complete window display featuring the new line of Parker watches was 
recently a center of attention from passersby. A giant size case movement, 
the largest Parker movement ever made, was shown in the display. 
“Whenever we have an idle moment,”’ says Ben Schwartz, ‘‘we see what 
we can do to attract interest by rearranging our windows. After all, the 
window display is the very soul of a store.’’ 


Novel Watch Bracelet Display 


Gemex Co., Newark, N. J., has just introduced a new watch bracelet dis- 
play that is decidedly unusual. It is known as the ‘“‘“Gemex Style Book” 
and in appearance looks like a genuine leather bound book. The ‘‘Gemex 
Style Book’? measures 11% x 8% x 2. The name is gold stamped on a 
leather cover of rich red and the sides which represent the edge of the 
ages is in gold. The total effect is very rich and interesting. Retail 
jewelers can use a display of this type to good advantage on their show 
counters or in the windows of their stores, particularly at night when 
diamond merchandise is not shown. It contains 24 of the newest watch 
bracelet creations in 1/20-12 Karat Gold Filled non-corrosive quality. This 
display is good for permanent use. 


Big Ben Celebrates 25th Birthday 


At the sale convention of the Western Clock Company held in New 
York, La Salle and San Francisco, July 15, Big Ben celebrated his 
twenty-fifth birthday. Introduced in 1910 and advertised on page one 
of the Saturday Evening Post every four weeks for 25 years, Big Ben 
is recognized in every home. 


Elgin Sales and Advertising Campaigns for the Fall 


_ Plans for one of the most aggressive sales and advertising campaigns 
in the company’s history, developed to commemorate its current 70th 
anniversary, were revealed to wholesalers of the Elgin National Watch 
Co., July 10, at a meeting at the plant in Elgin following sessions of the 
National Wholesale Jewelers’ Association in Chicago. The program, 
which includes one of the heaviest schedules of magazine advertising ever 
undertaken by Elgin, in addition to a coast-to-coast radio program, will 
be launched early in the fall and will carry through the industry’s peak 
buying season. Elgin wholesalers made the trip to the plant in private 
buses and were first taken on an inspection tour of the factory where they 
were shown work in progress on the smartly styled models which will 
make up Elgin’s 70th anniversary line for fall. The trip also included 
a visit to the Elgin observatory on the factory property. A luncheon at 
the Elgin Country Club followed at which T. Albert Potter, president 
of the company, told of the progress made by Elgin during the last year 
and spoke optimistically of the coming season for the jewelry industry 
as a whole. Other speakers included Howard Schaeffer, vice-president; 
Frank Brodsky, Elgin advertising manager, and Milton J. Blair, vice- 
President of the J. Walter Thompson Company, Elgin’s advertising 
agency. After luncheon the wholesalers were shown the new Elgin 
line for fall. The enthusiastic comments of the wholesalers indicated 
that it is the finest offering Elgin has ever made to the trade. After 
this, those of the guests who cared to, enjoyed a game of golf, and then 
the delegates departed to their homes after a day of absorbing interest. 
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ENDORSED 


by leading manufacturers 


SOLD PROFITABLY 


by leading retailers 


KANTOR’S (== 
SUNSHINE [¢\@s 
SILVER as 

POLISH 


A safe, effective liquid polish that 
restores and preserves a beautiful 
lustre. Kantor’s Sunshine Silver 
Polish is easy to use, i mwngy | a 
minimum amount of rubbing, but 
completely removes every trace of 
tarnish and discoloration. Soft, 
smooth and entirely free from harsh 
abrasives. 

Sell Kantor’s Sunshine Silver Pol- 
ish to your silverware customers 
.. . they will quickly become cus- 
tomers for this splendid polish, too. 


Order from your nearest wholesaler 


$37.50 gross $3.25 dozen 
$19.00 '/o gross $1.80 2 dozen 
Resale price 50c 


KLEIN & SON 
Montgomery Ala. 














JOSEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on OLD GOLD and 


other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%ec per Karat, per Dwt. 





JOSEPH B. COOPER & SON 


26 John St., New York 
Factory: Brooklyn, N.Y. 
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Our reputation is our success. 











THE SHOW HIT OF 1935 


BIGGER! BETTER! The Twelfth Semi-Annual 
NEW YORK GIFT SHOW 


The greatest aggregation of salable giftwares ever gathered 
under one roof. Three whole floors in the Hotel Pennsylvania, 
August 19-23 inclusive. 


Here, without one wasted step or minute you can see the new 
designs and sales trends—compare lines and prices—select the 
numbers you want and place your orders—All in one tenth of 
the time it would take to visit the manufacturers salesrooms. 


Think of the huge savings this will mean! 


Plus the satisfaction of making your selections from the very 
cream of this season’s offerings. 


GEORGE F. LITTLE MANAGEMENT 
220 Fifth Avenue, New York, N. Y. 


NEW YORK GIFT SHOW 
| Auou td GDS incl. Hotel Pennsylvania 





SPECIAL LOW 
RAILROAD FARES 


If your firm is located more than 
fifty miles from New York, you and 
members of your party may save 1/3 
of the total railroad fare by becoming 
Associate Members of the National 
Gift and Art Association, Incorpo- 
rated. Dues $1.00 a year. 


Sign the application coupon below, 
write the names of other members of 
your party in the margin. Enclose 
$1.00 for each person. 
Membership cards will 
be sent you at once— 
together with full in- 
formation concerning 
the reduced fares. 


















HA 
NOW! r. CrPTee, 


Secretary, 
National Gift and 
Art Association, 
220 Fifth Ave., 
New York, N. Y. 
| hereby apply for.... 
Associate ember- 
ship(s) in your Associa- 
tion and enclose one dol- 
lar ($1.00) for each person 
for 1935 dues. 


ES ree eee er ee 
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HOUSE C 
in the GIFT 
DEPARTMENT 


by 


ICHARD H. “> 
RYLESLIE a 





This title does not refer 


to the usual “spring upheaval” which the average house- 
keeper knows as housecleaning, but is used in the sense 
that the gift department, too, needs to “clean house,” 
not only in the spring, but the year ’round. In other 
words, the jeweler needs to keep odds and ends of stock 
cleaned out, and not allow them to accumulate. 

And how to accomplish this is about the biggest prob- 
lem that the retail jeweler has to face. You may con- 
sider that you have an “instinct” for buying the right 
things, you may figure out a “bang-up” bookkeeping sys- 
tem, you may be clever at advertising, and so on, but—if 
you cannot make the left-overs and slow sellers move, 
then you are unable to cope with the biggest problem of 
all. 

There are several reasons for the accumulation of slow 
sellers. ‘They may be the wrong type of goods suited 
to your particular trade, you may have overstocked on 
the article, the article may have become “common” in the 
department stores and elsewhere, and also any of a number 
of other reasons. 

Of course, when you are buying you are supposed to 
have all of the above, or as good, reasons in mind, when 
balancing the merits and demerits of an article. But still, 
we cannot foresee everything. And because we cannot, 
we are always going to have at least some slow-moving 
stock on hand. 

We might as well take that fact for granted and con- 
centrate our minds on how to get rid of it. The depart- 
ment stores seem to take the attitude of “rake up and 
have a bonfire,” meaning a bargain sale, of course. But 
my idea is that a jeweler’s gift shop should never have 
a bargain sale until he gets to the point of selling 
out for good. For a bargain sale in the jeweler’s gift 
shop puts wrong ideas into the customers’ heads. As you 
know, the stock of a jeweler’s gift shop is supposed to be 
more or less exclusive, and above the ordinary. Thus 
the bargain sale idea doesn’t jibe at all with this precon- 
ceived notion, in the minds of the customers. 

But let me hasten to add, though, that the idea may 
be carried out in the spirit, if not in the letter, as the ex- 
pression is. That is, you may stage a bargain sale with- 
out calling it that. For instance, arrange tables at several 
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different prices, with articles priced alike on the same 
table. Then have a placard on each table reading some- 
thing like this—“A Special Five Days’ “Treat’—On this 
Table are Articles Priced at $3.50, many of which are 
worth more.” 

Notice that I used the word “treat” instead of “sale.” 
That will make a vastly different appeal to your cus- 
tomers than would the word “sale.” If your customers 
should ask if this is some sort of special sale, just remark, 
“Oh, it’s just a little effort on our part to make it pos- 
sible, for a few days, for our customers to purchase 
bridge prizes and other gifts at more than favorable 
prices.” 

You already have guessed, probably, that just as many 
of the left-overs as possible, including also the slow 
sellers, are to be worked into these table displays, along 
with newer goods. However, consider each one individu- 
ally and carefully, as to whether it will “fit in” or not. 
That is, don’t just crowd them in everywhere possible. 
They must seem to “belong,” and if some of them posi- 
tively won’t, then lay them aside, to be worked in else- 
where, later. 

It seems as though the plan described above, the “dis- 
guised” bargain tables, ought to pretty well clean out your 
accumulation of slow-selling stock. 

Here is another suggestion. Many clubs, lodges, as- 
sociations, etc., nowadays think first of a bridge party 
when planning to raise money for some purpose. Con- 
sequently, they generally plan a series of bridge parties. 
Prizes are necessary for these, of course, and usually the 
committee in charge wishes to expend as little as possible. 
In fact, it is not expected that expensive prizes are to be 
given, since the idea is to raise every cent possible for the 
particular benefit in mind. 

Take some of your slow-selling articles that are suit- 
able for bridge prizes and display them in attractive boxes 
and attach a tag to each, on which should be put the 
price, and also what the article is suitable for, as, for in- 
stance, “Women’s First Prize,” “Men’s Booby Prize,” 
etc. Then place these all together on a table, with a 
placard reading something like this, “Here are Bridge 
Prizes at a Low Price, which will mean a Saving to 

(Turn to page $3) 








artwares there is a more sig- 
nificant point than the Boston 
Stone from which to figure 
distances from Boston. It is 
the Hotel Statler, which for 


one week each Spring and 


Fall becomes the giftware 


For the buyer of gifts andl ” 


capitol of New England. Here 


from September 9th to 13th 
the Boston Gift Show will be 
held. An orderly exhibition, 
conveniently arranged of 
over two hundred of the 
world’s leading lines awaits. 
your inspection. The Nation- 
al Gift and Art Association, 
Inc., and George F. Little Man-. 
agement, 200 Fifth Avenue, 
New York City, offer you 
through the 18th semi-annual 
Boston Gift Show the ideal 
market in which to select the 
most salable merchandise for 
the Fall and Holiday season. 
Whether you buy for a big 
store on nearby Washington. 
Street or a small shop several. 
hundred miles away, you as. 
an earnest buyer, will not find 
the Hotel Statler, too far away 
on September 9th to 13th. 











HOW CHINA AND GLASS 
SALES WERE DOUBLED 


By RUEL McDANIEL 








Mrs. 
Leatha 
Evans 
Hardwick 





[, about two years 


sales in the glass, china and gift department of the 
E. Hertzberg Jewelry Co., San Antonio, Texas, have 
increased more than 100 per cent, according to figures 
quoted by sources of supply which sell the company. 

This favorable increase came about in a jewelry store 
that has been in business more than half a century, largely 
because the management reorganized the department in 
which this merchandise is carried and established a more 
definite policy for it. 

The basic idea back of the merchandising plan in con- 
nection with the department under the new set-up is one 
of service. This service is rendered by the establishment 
through a social secretary, Mrs. Leatha Evans Hardwick, 
who has been well known in the territory for several 
years, as an authority on table service and china and glass. 
Mrs. Hardwick has charge of the department, which 
includes not only glass and china but silverware as well, 

One of the first things Mrs. Hardwick did when she 
assumed charge of the department was to segregate it 
from the rest of the store more than it had been hereto- 
fore. She concentrated related merchandise of her depart- 
ment in specific sections, not only to make it easier to find 
and» show her goods, but to make the merchandise give 
a better account of itself in the eyes of the customer. 

This done, she checked the stock closely and filled in 
certain items to give more complete selections. This she 
found highly important. And this additional buying did 
not materially increase the investment in the department, 
because the wider and more complete showing brought 
about a faster rate of turnover throughout the depart- 
ment. 

In line with the broader service to be offered by the 
store, Mrs. Hardwick set aside a space in her department 
where she maintained several tables. On these she 
carried displays which demonstrated in a practical manner 
the correct table service for various occasions. 

Customers were invited, through newspaper advertis- 
ing and personal contact, to come to the store, study these 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for August, 1935 


79 


tables and make use of Mrs. Hardwick’s services at any 
time in preparing for dinners and other social events. 

“We have tried to bring a new and broader idea of 
service to the jewelry store through this department,” 
Mrs. Hardwick points out. “We believe that the big 
job in selling by our method is to make the public realize 
that we can be of practical value in certain social advices 
and to use these services without feeling an obligation to 
buy. That accomplished, we find that business comes to 
us as a matter of course.” 

In line with this policy, much of Mrs. Hardwick’s 
time is spent outside the store, talking before women’s 
clubs, schools and various other bodies, on table service 


‘and related subjects. These talks serve to focus attention 


upon the-service the jewelry store is rendering the com- 
munity; and that in turn creates new customers for the 
company. 

For the first few weeks after Mrs. Hardwick took up 
her duties with the store, it was necessary to make arrange- 
ments occasionally for an address before specific organi- 
zations. Now, however, she has more requests for talks 
than she possibly can fill. 

She has talked to the girls and young women of prac- 
tically every public and private school in the city; she 
has addressed nearly all the women’s clubs. She has 
participated in cooking schools held by local newspapers. 
Recently she participated in a week’s program sponsored 
by a newspaper in a city 250 miles from San Antonio; 
and already specific business for the store has been traced 
to this work. 


She reads the social columns 


of the local papers consistently. When she learns of the 
engagement and approaching marriage of a young woman 
of social standing, she makes a note of this fact at once and 
lists the name and information for consistent follow-up. 

She writes a personal note to the prospective bride, in 
longhand, on plain white social stationery, wishing the 
prospective bride happiness and expressing the hope that 
the store can be of service to her in the selection of her 
silver, glass and china. She asks the prospect to come in 
next time she is downtown and talk over any problems 
relating to table service which she may have in mind. 

In many cases this letter is all that is necessary to bring 
in the young prospect. When she comes in, Mrs. Hard- 
wick talks to her about her table service and gives her 
to understand that the store wants to serve her in any 
capacity that will make the selection of table service 
easier. 

After determining from conversation and information 
which she already has accumulated on the prospective 
bride, Mrs. Hardwick suggests that the store would like 

(Turn to page $7) 














Hand Wrot Aluminum by Wendell August 
#300 - 1I'x18"- List $10°° 


Wendell August forge Show Rooms 
ee New York -4516 RCA Bldg 
Los Angeles 43/ s. Kenmore Ave 
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More Store | raffic—More Sales 


How This Jeweler Attracted Business With No Graduation 
or Other Special Events in Sight 


By MAY CAVIN * 


When | was a child 


there were certain recognized occasions for entering a 
jewelry store. They were the grand occasions of a life- 
time. They began before one was a year old, with the 
present of a tiny, heart-shaped gold locket, usually from 
one’s grandmother. After that the only precious metals 
likely to come a little girl’s way were the silver medals 
she might win at school if she were very, very good or 
very, very diligent. Upon graduation from school she 
might legitimately expect a gold ring with the numerals 
representing the year of the event mounted in outline 
upon it. Four years later there was graduation from high 
school, and that rated a gold wristwatch. Meanwhile, 
Big Sister, for whom Mr. Right had already presented 
himself—so they spoke of him in those days—had already 
received from that gentleman a wristwatch of platinum, 
studded with diamonds. After that there were the soli- 
taire engagement ring, the wedding ring and then—unless 
one were wealthy enough to expect yearly presents of 
earrings and finger-long dinner rings—one’s store of 
treasure was complete. The jewelry store had gotten 
about all the business it was going to get from one life- 
time anyway. 

Undoubtedly this set and restricted pattern of buying 
has long passed, yet there still remains today a certain 
unquestionable survival from it. That survival is the 
tendency of people to enter a jewelry store only when 
they know they want something. Other stores are free to 
garner the interest of a wandering shopper who starts 
out with no definite needs in mind but who may be 
tempted by displays to make a purchase he had not quite 
planned. The jewelry store, however, is usually denied 
this privilege. For it is only when the purchase of watch 
or ring or necklace has already been decided upon that 
the prospective customer will venture to set foot inside 
the shop where these things are sold. 

During the past few years jewelers have done much 
to overcome this state of affairs. They have realized the 
tremendous importance of getting customers to come into 
their stores to browse—as freely and with as little self- 
consciousness as they might browse in a book store. It is 
entirely within the réalm of possibility that customers so 
occupying themselves may in the end leave without buying 
a thing. The likelihood is stronger, however, that they 
will make some purchase, if only a small one. Very well. 
If enough of them do it, the small individual profit will 
be multiplied by the volume of sales. Meanwhile these 
customers are learning to know the particular jewelry 
store which they thus visit. When they are ready to buy 
their diamond tiaras they will come first to the store in 
which they have long found a welcome. 

There are, of course, more ways than one of producing 
this air of everyday welcome so much to be desired. But 
there happens to be one such method which, through my 





*Manager, Epi-Curio Division, Stephen Leeman Products Corporation. 
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own particular type of contact with the jewelry trade, I 
have been privileged to see so frequently—I might say, 
so invariably effective, that I think it is worth describing 
here. I have learned of it from various progressive jewelry 
merchants. I will tell it, however, as a sort of composite, 
as if one jeweler had thought it out all by himself and 
give me all his reasons. Listen then to the report of this 
jeweler: 

“I’m proud to be a jeweler. Selling the most precious 
type of merchandise there is has always seemed to be a 
privilege by no means to be sneezed at. There have been 
times though—especially in the bad years—when it looked 
like a privilege that came pretty high. The number of 
people who had the money to pay for my precious wares 
had shrunk far more than I liked to admit. To continue 
to be dependent on those people alone for patronage would 
certainly mean a slowing down in the rate of progress 
my business had previously made. Was I to be satisfied 
with that? There was no question but that I was not. 
Yet what to do about it? 


l. was plain that the prestige 
and the limitations of my business came from the fact that 
it could, of necessity, appeal to only a fraction of the 
community in which it was placed. That fraction was not 
enough. I must find some method of attracting the entire 
community. What was there that I could offer which 
would have sufficient universal interest to produce this 
result? What was it that everybody liked? 

“That question put me on the track of the right answer. 
For when you get down to fundamentals, it’s easy enough 
to strike the primary desire of the entire human race. 
Everybody likes to eat. 

“Maybe that idea would seem not to have been of 
much help to a jeweler. The contrary is the case. For I 
thought at once not of food in the ordinary everyday 
sense, but of gift foods—that is, of real imported delica- 
cies put up’ in containers that were themselves gifts and 
had real uses after their contents had been consumed. It 
seemed to me I had heard of such things—handsome 
cigarette boxes, pottery jars, vases, jewel chests, each con- 
taining the finest in cookies, or in cocktail crackers, or 
in a rare tea, candy, or ginger. 

“It seemed to me that it would be a good idea to put 
in a department of these things. I knew that there was 
no question about their selling. They would retail, I soon 
learned, at prices from fifty cents to five dollars, And 
they did represent value. A kind of double value, you 
might say—the value of the thing to be eaten plus the 
value of the container which would be kept. 

“I knew. there was no question but that these items 
would sell themselves—if only because every town has a 
constant need of bridge prizes and hostess gifts. But I 

(Turn to page $3) 








@ Not surprising is the year-round 
selling record of Kensington in the 


country's leading stores. 


s 
Tanscuition. will, this fall, 


far surpass the sensational records it 


of pieces, in a wide range of prices. 
The appeal is to the discriminating 


yet not extravagant, purchaser. 


o 
Tenia will continue 


this fall the compelling advertising in 


made last fall in its first introductory |eading class magazines which has 


season. But, more important, Kensing- been so resultful for Kensington 


ton has proved its ability to produce = geglers. 


7 
Oita has a sound 


policy of selected distribution, care- 


consistent, year-round volume at a 


profit. 


: a combines 


authoritative styling, intrinsic beauty 


fully directed to help its dealers make 
money. Dealers who do not plan to 
of metal, and permanence of finish attend the New York Gift Show are 
with the minimum of care. The Ken- invited fo address Kensington, Inc., 


New Kensington, Pennsylvania. 


{ tou, 
INCORPORATED 
K ENS INGTON 


sington line covers a large variety 





Complete showing at New York Gift Show, 
Hotel Pennsylvania * Rooms 470-472 Aug.19-23. 


ak ae 
Permanent Display in Suite 2130, Radio City. 
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A few of the thousands of Gift 
items shown at the Chicago 
Gift Show by Friedlaender 


A Lamp of Royal Dux porcelain 
on a bronze base at 

$19.00 with shade. 

Nest of four Intaglio trays in 

gold plated bronze frames at 

$1.75 a nest. 

Venetian glass “horn of plenty" 

at ..........$12.00 per doz. 

Crystal satin-matt glass trays, 

with bronze mounts and porce- 

lain miniature at 

$9.00 per dozen. 

Black and crystal engraved and 

ee $2.85 ea. 

Verney opalescent glass tray at 

$5.00 per doz. 

Verney opalescent box to match 


SEC SEE $21.00 per doz. 
Venetian glass swan cigarette 
server af ........ $10.80 doz. 


Cut crystal candlesticks at 
$12.50 a pair. 


VISIT OUR SHOWROOM 











NEW YORK GIFT SHOW 
Rm. 395 Pennsylvania Hotel 


BOSTON GIFT SHOW 
Rm. W-518 Statler Hotel 


Thousands of Imported 
gifts in all price ranges. 


FRIEDLAENDER & COMPANY 


INCORPORATED 








Est’d. 1869 


CHICAGO—1555 Merchandise Mart NEW YORK—53-57 West 23rd Street LOS ANGELES—860 Los Angeles St. 
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More Store Traffic—More Sales 
(From page 81) 
hoped that they would do more. I hoped that they would 
sell jewelry for me. 

“Well, the surprising thing is that they did, that they’re 
still doing it. Of the two windows in my store one has 
belonged, ever since that day, to these food gifts, and I 
must say they make a handsome display. They have 
brought people into my store who had no idea in the 
world of buying wristwatches or necklaces. Yet—so strong 
is the element of curiosity in human nature—you should 
have seen these people look around at my jewelry show- 
cases, and stop appreciatively at pieces that pleased them. 
And if it has happened once it has certainly happened a 


hundred times, that the woman who bought an inex-, 


pensive bridge prize on Friday returned with her husband 
on Saturday to persuade him that she was worth a ring 
or watch or a necklace for her very own self. 

“Logic? Psychology? I flatter myself that I used both 
when I first decided to take on this line of food gifts. 
But if you want a homelier name for the same thing, it 
was plain common sense. It gave me the means to reach 
out for jewelry customers among the entire population 
instead of only among a limited section of it. And my 
business, instead of having retrogressed during the lean 
years, has continued to mount in volume until today I’m 
thinking of enlarging my quarters. That to me seems 
like progress.” 

Here is a practical jeweler’s suggestion that worked 
well with him. How do other jewelers feel about it? 
If any others have made any similar experiment we should 
like to learn how it worked out. 


House Cleaning in the Gift Dept. 
(From page 77) 


Clubs, Lodges, and others desiring to Economize on their 
Bridge Prizes.” 

Sometimes slow-selling articles and left-overs prove to 
be suitable for some special purpose as, for instance, a 
shower gift. So the next time you are getting up a little 
display of shower, birthday, or other gifts, be sure to go 
over your left-overs carefully, and select all articles that 
you may possibly use in the special display which you are 
staging. 

One way to do much toward eliminating left-overs 
and slow sellers is to change your stock about frequently, 
and even put some of it aside for a while if you have too 
crowded a display. If you leave certain articles displayed 
in the same place for months at a time, it is safe to say 
that before long every customer will have that article, 
and its appearance, firmly fixed in mind, and as having 
been there in that particular spot almost indefinitely. 
You may be sure that such an old “proposition” as that 
is the very last thing they would think of selecting, al- 
though it might be just what they wanted for a particu- 
lar purpose. 





Kantors Sunshine Silver Polish 


Klein & Son, Montgomery, Ala., manufacturers of Kantor’s Sunshine 
Silver Polish are offering to the jewelry trade a liquid polish. that 
restores and preserves a beautiful lustre. It is easy to use and com- 
pletely removes every trace of tarnish and discoloration. 
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[LLUSTRATING a group of 

Spode models, these items 
are of especial interest as they 
are revived from the old Spode 
mould chambers. There hun- 
dreds of fine moulds such as 
these are carefully stored after 
serving a period of use, then 
brought to light perhaps a hun- 
dred years later, when the 
cycle of styles brings them back into the spotlight. 


SPODE’S 
IMPERIAL 


This group covers Early Victorian, Directoire, Byzantine 
and Georgian periods. Their charm lies in the deep strength 
of the embossments, their fine artistic style, and the ivory 
tone of the old Imperial body. The mark “Spode Imper- 
ial” is the old original mark. 


A generous selection of these lovely models is carried in 
New York Stock. 


Send for illustration and prices. 


Spode printed illustrations will be supplied for dealers’ 
use at small cost. 


COPELAND& THOMPSON Inc. 


206 FIFTH AVENUE - NEW YORKCITY 














FROM THE NEW LINE 


No. 50—Goat group in the new 
pink, 4/2” high, $6.60 per doz. 
2 asst. left and right, '/ doz. to 
package. 


No. 51—Colt, satin finish, 41.” 
high, $6.60 per doz., '/2 doz. to 
pkg. 


No. 52—Bird, 6 assorted in the 
new pink, 4/2” high, $6 per 
doz., Yo doz. to pkg. 


No. 53—Colt group, 5” high, 
satin finish, $15.00 per doz., 
1/6 doz. to pkg. 


No. 54—Faun group, pink, 5/4” 
high, $12.00 per doz., left and 
right, 2 asst. 1/3 doz. immedi- 
ate shipment from stock. 


* 


EE our fall line fully displayed 

at Empire State Bldg., New 
York, and at all the gift shows, 
or inquire when our salesman 
will be in your city. 


Pe-TING & REUSS. INC. 


NEW YORK, EMPIRE STATE BLDG. PHILADELPHIA, PA., 707 CHESTNUT ST. 











EVERCRAFT GIFTS IN CHROME 
BUILD BUSINESS FOR JEWELERS 





No. 5105 BARBARA FRITCHIE COFFEE SET: A hand- 
some service set in non-tarnishing chrome. This set is 
priced to list at $15.00 for the four pieces. 




















Net price to dealers.... $6.50 the set 
Separate pieces 
No. 5101 COFFEE SERVER ........ oe See $30.00 doz. 
No. 5102 CREAM PITCHER ........ Net price........ $15.00 doz. 
No. 5103 SUGAR BOWL .......-... ll J See $15.00 doz. 
No. 5112 SERVING TRAY ......... Oe BES... 200s $16.50 doz. 
Handles on Tray and Service pieces are in black or ivory catalin. #317 Gift Set of “Garden Club” Flower Holder 
There is an Evercraft Gift for every person . . . every occasion. e 
Evercraft Cocktail Sets and drinkers’ articles are ‘‘Best Sellers.” and Garden Shears which holds the flower 
Lamps, trays, picture frames, candle sticks, ice bowls, vases and : 
smokers’ articles. Priced to retail from $1.00 to $15.00. after it has been cut. $9.00 per doz. 
Order today from your jobber, or write us direct, giving jobber’s 
name 
THE EVEREDY COMPANY Seed 
MOLLIE BOYNTON, INC. 
FREDERICK MARYLAND 225 Fifth Avenue 100 East Chicago Avenue 
NEW YORK CITY CHICAGO 
€VERCRAFT 
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The New York Gift Show 


To a close observer of the New York Gift Show, it is 
somewhat breath-taking to realize that it has more than 
tripled in both exhibits and attendance in three years. It 
is now the largest and most important show ever held in 
this field. Its growth has necessitated the addition of an- 
other floor of display rooms at the Hotel Pennsylvania, 
where the show will open on Aug. 19. 

Well over 300 manufacturers and importers will intro- 
duce their newest wares during the week of Aug. 19 to 
23. Interest among buyers has grown to a degree where 
the show is considered the season’s national style and 
sales preview for gifts, artwares and decorative home fur- 
nishings. 

A new development in connection with this show is the 
semi-annual convention of the National Gift and Art 
Association, Incorporated, which runs concurrently with 
the Gift Show. Buyers attending both events may secure 
savings of one-third of their total railroad fare by be- 
coming associate members. There are also social events 
which provide a welcome supplement to the buying activi- 
ties. Dues, which are $1 per year, should be sent to the 
association at 220 Fifth Ave., New York. 


Boston Gift Show 


Plans have been announced for the Boston Gift Show, 
to be held again at the Statler Hotel in Boston during 
the week of Sept. 9 to 13. 

This show serves as a buying mart for the entire retail 
field which caters to that broad trading area of which 
Boston is the center. Representative lines of decorative 
home furnishings, gift and artware merchandise exhibited 
by leading manufacturers and importers at this show 
are carried practically in every retail center in the terri- 
tory of the New England States. 

The Statler Hotel, Boston, is an ideal headquarters 
for a Gift Show. Space has already been reserved on 
two floors of this fine hotel for the excellent group of 
manufacturers and importers whose exhibits will present 
a wide variety of high-grade merchandise. Buyers will 
find ample opportunity for careful, leisurely inspection 
of the new, the unusual, the distinctive creations in art 
and giftwares, in decorative home furnishings and per- 
sonal accessories. 


New Company Formed 


Parfums Weil Paris, Inc., is the name of the new firm recently organi- 
ized by Saul H. Ganz, president and treasurer of D. Lisner & Co., im- 
porters and manufacturers of fashion jewelry, 303 Fifth Ave. This new 
enterprise is consistent with Mr. Ganz's policy of featuring smart French 
products, which has been the theme of his merchandising program of the 
jewelry concern for more than 35 years. 

The perfume business was inaugurated several years ago as an im- 
porting activity of D. Lisner, and due to the popularity of this fine line 
of French cosmetics it has grown to the point rane a separate company 
had to be formed. 

As one of the leaders in the importation of fashion jewelry, Mr. Ganz 
developed a business with ay manufacturers running into several 
million francs a year, and even during the extremely hazardous period 
of the World War, continued his annual trips abroad to make selections 
of merchandise. He is regarded by French manufacturers as one who is 
responsible to a ae Rad degree for their success in business. 


New Uses for Catalin 


New uses for Catalin, the new cast phenolic resin of unusual beauty 
and durability, are being discovered daily. Its wide range of gem-like 
colors, coupled with its workability, have brought it rapidly to a position 
of prominence in the jewelry and associated fields. ne of their most 
recent Catalin — of interest to jewelers is a five-piece desk set, 
consisting of a blotter pad, stationery rack, pen base, rocker blotter and 
letter opener. It is the first time that such a complete set has been 
offered boxed as a unit. Further information, if desired, may be obtained 
from Plastik, Inc., Boston, Mass. 
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WE SAY .... COMPARE! 





No. 3035—Embossed White Pottery Smok- 

ime BOG oo. ocd cab eededcuceecs.ctcewss $3.60 Dezen 
No. 30833—Same Decorated with Dresden 

Flowers and Gold Edges...........-++++- $3.60 Dozen 


Ask for Catalogues—See us at the Shows 
Over 2000 New Gifts on Display 


EDWARD P. PAUL & CO., Inc. 


Established 1898 
New York, N. Y. 


1133 Broadway 




















THE DUNCAN & MILLER 
Terrace Pattern 


A lovely new modern pattern in sparkling crystal, 
either plain or with rock crystal or gray cutting. 
Also available in ruby, blue or amber. 
Mail Coupon for Literature 
NEW YORK SHOW ROOM—200 FIFTH AVENUE 








DUNCAN AND MILLER GLASS CO., 
WASHINGTON, PA. 


Gentlemen:—Send me illustrations and price lists on Terrace Pattern. 
My Name 
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ARTHUR ARMOUR ALUMINUM 


THE RETAIL JEWELER'S FAVORITE LINE 
of HAND FORGED ALUMINUM 





Showing 13” Salad Bowl with Salad ‘Set 
Bowl $4.00—Salad Set $1.50 
1417.” Salad Bowl $5.00—16” Punch Bowl $6.00 


TRAYS - PLATES - BOWLS - BOXES 
SMOKER'S ITEMS - DESK SETS 
PICTURE FRAMES 


A. STANLEY BRUSSEL 
225—5th Ave., N.Y.C. 


Descriptive Price List on Application 


Gifts of Leather 


FOR THE JEWELRY TRADE 


BEAR THIS As TRADE MARK 


In addition to billfolds, key, cigarette, 
letter cases and watch straps from our 
British factory, our new fall line includes 
hundreds of distinctive items made in our 
Philadelphia shop. 

Lustrous Morocco, soft willow calf, 
sturdy pigskin, exotic Russia calf, fine pin 
seal, distinctive ostrich are some of the 
quality leathers used for our products. 


Don’t miss this outstanding line! 


Mail inquiries will receive prompt atten- 
tion. 


F. O. MERZ & CO. 


Manufacturers and Importers of Fancy Leather Goods 
754 North 45th Street, Philadelphia, Pa. 

















Glorious New Idea! 
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AFTER MAING ENTRT OF OATES CUT Am TASS HOT APPLYING 





























New “#riendship File” 


About 50 cards and index in a smartly designed 
little case, in green suede and silver, that adds 
decorative distinction to the most orderly and 
ornate desk furnishings. 


$7-20 A DOZEN NET 


6 COLOR COUNTER DISPLAY SIGN 


Stationers Specialty Corporation 
151 LAFAYETTE ST. New York, N. Y. 











AT YOUR SERVICE— 


‘A New York Buying Association com- 
posed of Retail Jewelers to buy for and 
service Jewelers’ Gift Departments. 


i | eummms furnishes every service that your own 
buying office could possibly give. 
—tells you where to buy, what to buy, 
how to buy. 
—attends to the prompt execution of all 
gift orders placed, whether large or small, 
and supervises their shipment. 
—furnishes needed information on mar- 
ket trends and conditions, what goods are 
selling, and buying opportunities that 
offer special advantages. 
AND THROUGH CO-OPERATIVE BUYING BET- 
TER PRICES CAN BE EFFECTED WHICH WILL 
PERMIT SUCCESSFUL COMPETITION WITH 
CHAIN GROUPS AND DEPARTMENT STORES. 


Membership in this association must be selective— 
only one can be accepted from small cities and towns. 
The fee is modest, and based upon population. 

Full information can be had by writing 


THE NATIONAL 


RETAIL JEWELERS BUYING ASSN. 
230 Sth AVE., NEW YORK, N. Y. 
RICHARD LESLIE, Executive Director 
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How China and Glass Sales Were Doubled 
(From page 79) 


to set a table for the young customer, so that her friends 
may inspect the table and know the pattern of silver, 
china and glass to buy. Usually this suggestion meets 
with the hearty approval of the bride. 

If the prospect does not come to the store as a result 
of the letter, Mrs. Hardwick contacts her in a few days 

by telephone, suggesting a table. 

After a table has been arranged, the name of the bride 
is placed on it and as many of her friends as Mrs. Hard- 
wick knows are telephoned to come in and inspect it. 
The bride is asked to notify all her friends that she has a 
table at Hertzberg’s. 

Obviously when a table is arranged for a bride, the 
store is assured of obtaining the greater part of the gift 
business originating in San Antonio in connection with 
this social event. In addition, the firm creates a con- 
siderable amount of favorable publicity for itself. 

Mrs. Hardwick writes a lot of letters aside from those 
to prospective brides. She finds that this is one of the 
most excellent sources of creative business, properly 
directed. She watches constantly for names of new pros- 
pects. When she obtains one, it goes into her prospect 
book, there to be used periodically. All letters of hers 
are purely personal, written in longhand on plain white 
stationery. She does not write a letter to a prospect 
until she has something definite to say that will interest 
the prospect ; and then she makes the note brief. 

“One of biggest things in selling table service and 
gifts,’ Mrs. Hardwick emphasizes, “is a knowledge of 
merchandise. A salesman in this department can either 
make a prospect see merely another dish or vase, or he 
can make the prospect see the romance, glamor and allur- 
ing history back of every item. I have tried to learn 
enough about every piece of merchandise in my depart- 
ment to be able to talk interestingly and intelligently of 
its history, manufacture and use. That makes for appre- 
ciation of the article under consideration. It makes a 
person proud of a plate, vase or bowl, when he or she 
knows the glowing history back of its creation and design 
and can tell their friends intelligently about it. We try 
to create customer appreciation and enthusiasm in every- 
thing in the department, in that manner.” 


Trade Notes 


New Form of Safety Glass Known as Plexite 


_ The American Window Glass Co., Pittsburgh, Pa., promises to make it 
increasingly difficult for the arch enemy of jewelers—the padded brick 
thief—to perpetrate window robberies. The company has perfected a new 
form of safety glass, known as flexite, which yields on impact and which 
has proved to be ideal backing for ordinary plate glass in that the padded 
brick will not crash through it. Motion pictures to demonstrate the 
utility of the glass as a robbery-prevention device were taken by the 
company at the front of the Foster Steiner jewelry store in Jeannette, 
Pa., where the glass is manufactured. 


Thread Pattern 


“Thread”? pattern, made by the original Rogers Brothers in the year 
1847, has been re-created for the hostess of 1935. Popular with Ameri- 
cans of four generations ago, the pattern has been reproduced for those 
who love romantic things of the past. It exemplifies the traditional fine- 
ness and permanent beauty which have characterized 1847 Rogers Bros. 
creretate since 1847—the year that marked the very beginning of silver- 
plate. 

The Envelopac Gift Box, originated by the makers of 1847 Roger 
Bros. Silverplate, and just presented with the “Thread” reproduction 
pattern, is the result of an extensive survey with silverware merchants 
in many stores, to determine the best possible package that could be 
devised. The gift box itself in a color scheme of gold and Capri blue 
is brilliant and decorative—an ideal display and gift container. 
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Chi LOM one 





in Sterling Silver $3 





Styled in the tempo of today, the Sterling 
Silver Wing-Flow emphasizes the modern 
trend to black in fountain pens and com- 
bines smart, streamlined designs that make 
yesterday's colors as obsolete as the one 
horse shay. 

Thus, with one brilliant stroke, Wing-Flow 
frees you from the confusion of colors that 
has been your merchandising nightmare. 
Wing-Flow offers you other sales features, 
too; the new Wing-Flow Point, a brilliant 
engineering triumph and a revelation in 
responsive writing; Chilton’s simple one 
stroke air pressure filling device and super- 
capacity in which Chilton has led the field 
for ten years. 

Supported by national advertising in col- 
ors, Chilton presents a real merchandising 
program. You double your money when 
you sell the Sterling Silver Wing-Flow at 
$3 and the Gold Wing-Flow at $5 and 
$7.50. 

Follow the Wing-Flow trend to better 
fountain pen business and increased 
profits. 


Write for the Chilton Profit Plan 


THE CHILTON PEN COMPANY, Ine. 
10-20 51st Avenue, Long Island City, N. Y. 
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Evening Bags 
featuring... 


1—Metallic Brocades 
2—Rhinestone Bags 
3—Satin and Beads 
4—Pearls 

5—Lamés 

f—Fluffy Velvet 

7—Steel Beads on Crepe 


All these features are in- 
cluded in our new line to 


retail from $1.00 to $15.00 
each. 


Write for samples. 


At all the Gift Shows 


Kaplan & Gordon Corp. 


6 WEST 32nd St._ ON. Y. C. 











CUCKOO CLOCKS 
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Established 1885 


Berger Clock & Novelty Co. 
69-71 Barclay Street 
New York, N. Y. 














Memorandum Bureau Causes Arrest 
of Alleged Thief 


A man who is alleged to have obtained 
on memorandum from the New York 
jewelry trade over a period of four 
months diamond jewelry worth a total of 
$18,000, and then, it is charged, pawned 
it, was arrested on June 24 after leaving 
the office of a Fifth Ave. manufacturer. 
He had gone there in an attempt to obtain 
still more merchandise on memorandum, 
it is believed. 

The accused man is said to have been 
in the insurance business, and, according 
to jewelers who gave him goods, he rep- 
sented himself as wanting it to show 
as replacement merchandise for insured 
goods that had been stolen. It is reported 
that he came to the jewelers who sup- 
plied him with the jewelry with recom- 
mendations from stock brokers and bank 
executives. 

The man was apprehended by an op- 
erative of the Jewelers’ Memorandum Bu- 
reau, who was called in by a jeweler 
whose suspicions were aroused when 
asked for a piece worth $6,000. 

The man was brought before Magis- 
trate Anthony Burke on June 25 and bail 
was fixed at $3,500. On July 12 he was 
held for the grand jury on a charge of 
grand larceny by Magistrate Nathan 
Perlman, and placed in Tombs prison 
pending trial. 

All the jewelry which the man is al- 
leged to have obtained has been located 
in pawn shops, according to the police. 
The tickets, it is charged, were found 
in one of his shoes. 





Louis H. Jerger 


THOMASVILLE, GaA., July 18.—Louis H. 
Jerger died recently at his residence on 
Remington Ave. He had been a sufferer 
from heart trouble for several years. 

Mr. Jerger was born in Thomasville 
Feb. 24, 1860. When a youth he went 
into the jewelry business with his father 
and had passed his entire life in this 
locality. 

Mrs. Jerger and five children survive. 
They are: Mrs. James A. Mitchell, E. R. 
Jerger and Joseph Jerger of this city; 
Louis H. Jerger, Jr., St. Petersburg, Fla.; 
and William D. Jerger, Tampa, Fla. One 
sister, Mrs. Charles W. Duffield, and one 
brother, Joseph A. Jerger, of Brookline, 
Mass., also survive. 





Prices of Silver Bars 


U.S. 

Government New 

London Assay Sell- York 
Date oO ing Price Official 
ju 2 31 71 69% 
uly 9 30% 70 68% 
ard 16 30% 70% 67% 
uly 23 30% 70% 67% 





Charles F. Colomb, well known in the 
southern and eastern territory among re- 
tail jewelers, will be honored on Aug. 5 
by a dinner tendered to him by the A. 
Wittnauer Co., watch importers, New 
York, in celebration of his 50 years of 
service with that concern. 
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8 inch Globe with 
Atlas Book 
82.75 wholesale 





Globes of the World Silver Plated Ware 
Social Supper Trays Garden Ornaments 
Decorated Tables 

Sewing Cabinets 

Magazine Racks bs — — 
Corner Wall Racks ole Floor Lamps 
Wall Book Racks Tole Desk Lamps 
Luggage Racks Colonial Lamps 
Book Ends “Little” Lamps 

HERMAN KASHINS 


10th FLOOR 
225 FIFTH AVENUE, NEW YORK 


Telephone LExington 2-4724 











KEY CHAINS 


of 


Sterling Silver 


Featuring scotties, ele- 
phants, penguins, stirrups, 


etc. 


Prices $6.50 and $7.20 
Per dozen 


New York Gift Show 
Hotel Pennsylvania 
Rooms 343-345 


MRS. E. H. COLES 
225 Fifth Avenue 
New York City 











THe JEWELERS’ CIRCULAR—KEYSTONE 
for August, 1935 














Hand cut rock crystal reproductions of 
English and Irish Waterford glassware. 


See the complete line of vases, bowls, 
decanters and candelabra at our show- 
room. 


Write for latest leaflet 





225 Fie tH Ave lew ey NY. 














Gifts You Would Expect 
to find in a fine jewelry shop 


Made in Persia by careful craftsmen with an artistic 
heritage of centuries 





Old “‘dovery’’ 
Pewter coating, diameter 10%” 
ors, height’ 8 sculptured ground stone with underglaze decoration in soft old brocade = 
ors, he 

Colt ‘ ‘Little Thunder’ 
height 8%” 
Lacquered Papier Mache Boxes, reproduction of old snuff boxes—for cigarettes, stamps, 
etc., length 3 1.75 


Inlaid Cigarette Box—generous size made of fine walnut, inlaid, with miniature 786 50 
3 


ings on camel bone panels, 64% x B43” ...cccccccccesccenccccccccesescccseceeses 
Catalogues on Request. All Prices Net 


MOTTAHEDEH & SONS, Ine. 


225 FIFTH AVENUE “Things Persian” NEW YORK, N. Y. 
Showing at all the Gift Shows 


copper basin, engraved, with perforated cover, polished or with original 
5.50 
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NORMA 


The Year-Round Gift 


GOOD PROFITS 


on this instant-shift, 
4-color pencil. 










See NORMA at the Show! 


You'll find NORMA at the Retail 
Jewelers CONVENTION, Waldorf- 
Astoria Hotel, Week of Aug. 26th. 
Displayed at Booths 88-89-90 (Henry 
Paulson & Co.) and Booth 67 (A. 
Cohen & Sons Corp.). 


NORMA is the NEW 4in-1] Pencil 
that makes the ideal Christmas Gift 


SILNI (Silver for executives and professional men 
nickel) .. $3.50 and is a fast selling specialty through- 
ROLLED GOLD out the year. 
PLATE ... 5.00 
STERLING Watch for our nation-wide Campaign 
SILVER .. 8'50 —Selling NORMA to your Customers 
as “the perfect gift.” 
14K GOLD 
FILLED .. 12.00 


WRITE NOW for full particulars of 
our attractive proposition to Dealers 
and Jobbers. 


SOLD BY such leading stores as: Tiffany, Abercrombie & 
Fitch, J. A. Henckels, Inc., Parker & Battersby, Lewis & 
Conger, Hammacher Schlemmer & Co., E. B. Meyrowitz, 
Brentano’s, Brooks Bros., R. H. Macy, Lord & Taylor, Mar- 
shall Field, John Wanamaker, R. H. White Company, Wood- 
ward & Lothrop, and many other prominent Jewelry, Sta- 
tionery and Department Stores. 


NORMA PENCIL CORP. 


150 Broadway, New York 
BN A! ANAT SERRE ARB 
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GREATER RETURNS 
deal with the LEADER! 


: be render complete satisfaction on old gold 
refining day after day and year after year with 
no deviation from high standards requires some- 
thing more than a well trained organization and 
highly mechanized equipment. Maintaining such 
uniformity comes as a result of Cummins policy 
which is to always lead the old gold industry in 
service, high returns, advertising cooperation and 
general dealer satisfaction. 





To hundreds of retail jewelers everywhere who 
deal with the Cummins Co. regularly and exclusively 
these ideals have established the Cummins Co. as the 
leader. They know that every new development and 
advantage will be given them, such as our guaranteed 
24 Hour Service, which has proved a real boon to 
retail jewelers. Another such innovation was the 
recent portfolio of advertising helps with newspaper 
mat service. A further example demonstrating 
Cummins leadership was shown when the market 
price for old gold was last increased. All old gold 
which was shipped to us a week previous to this 
rise and which was already paid for, received the 
benefit of this new price and additional checks 
were mailed out to shippers to give them the 
advantage of this higher price for old gold. 


When tt comes to OLD GOLD 
come te CUMMINS! 


GaXeiviviins 


REFINERS AND ASSAYERS OF -: 
GOLD, SILVER AND PLATINUM and (. O. 


an 















ONE NORTH EUTAW STREET, BALTIMORE, MARYLAND 
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Wholesalers —_— Trade Topics in Chicago 


Good Attendance and Interesting Program Featured at the 28th Annual Convention of the 
National Wholesale Jewelers Association Held at Edgewater Beach Hotel, July 8 and 9 


Cuicaco, July 10—The 28th annual con- 
vention of the National Wholesale Jewel- 
ers Association was held at the Edge- 
water Beach Hotel in this city, on Monday 
and Tuesday, July 8 and 9, with a good 
attendance of interested members and 
prominent manufacturers. 

On Monday morning, promptly at 10 
o'clock, A. L. Ellbogen of Stein & EIl- 
bogen Co., Chicago, called the meeting to 
order and in his address said in part: 


ADDRESS OF PRESIDENT ELLBOGEN 


Two years ago we were feverishly engaged in 
the process of developing a Code of Fair Com- 
petition for regulating hours, wages and com- 
petitive practices, upon the assurance of Wash- 
ington authorities that all Industry in America 
was about to enter a new era. 

Today we are facing a totally different situa- 
tion, the work of two years having been upset 
by the decision of the Supreme Court that the 

ational Industrial Recovery Act was uncon- 
stitutional. 

Personally, I do not believe that we should 
feel discouraged because of the Court’s ruling. 
The situation is far from cheerless. There is 
much we can accomplish through sincere and in- 
telligent cooperation with each other and with 
our sources of supply. 

I think every wholesale jeweler will concur 
with my opinion that we are all seeking these 
basic objectives: 


(1) Clean and fair competition among 
ourselves. 

(2) Improved relations with our sources of 
supply. 

(3) The adoption by manufacturers of 
sound, equitable selling policies and a 
frank statement of what their policies 
are. 

(4) Less direct competition. 

(5) Proper differentials which give us the 
protection we require as distributing 
agencies for manufacturers. 

(6) Margins of profit which adequately 
compensate us for performing the dis- 
tribution service that must be rendered. 

(7) Improved relations with retailers. 


~ 


Attainment of these purposes will enable us 
to conduct our business with adequate profit and 
the question which naturally presents itself at 
the present time is ‘“What must we do to bring 
about these desired improvements?” 

Equally essential is the promotion of a_sincere 
desire to cooperate with each other. I think 
our experience under the NRA proved to be a 
most valuable lessson in cooperation and im- 
Pressed upon us the fact that much is to be 
gained by knowing our competitors better. It 
also taught us the necessity for realizing that 
the opinion of the other fellow should Ke re- 
spected, that cooperation is a matter of give and 
take, and does not necessarily mean that we 
have the right to ask or expect our competitors 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for August, 1935 





to adjust the conduct of their business to our 
own personal or individual views. .. . 

Finally, in approaching our future problems, 
it is highly essential that we thoroughly under- 
stand the important part our association can 
play in bettering conditions, why the association 
is needed, the reasons it should be supported, 
and why each member should actively participate 
in its work. 


George Fernley then submitted the re- 





Howard L. Carpenter, President-Elect 


port of the secretary, the highlights of 
which, besides showing the tremendous 
amount of correspondence that passed 
through the secretary’s office during the 
year, contained the statement that 94 
new members had been admitted into the 
association during the past 12 months. 

Lloyd G. Pattee of S. H. Clausin Co., 
Minneapolis, then presented his report on 
Code Authority activities. This and other 
phases of the now extinct NRA was dis- 
cussed in detail. 

At the beginning of the afternoon ses- 
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sion, Arthur P. Care of E. W. Reynolds 
Co., Los Angeles, Calif., presented his 
paper on “The Importance of Adequate 
Differentials.” This was carried on into 
a discussion—that part of it relating to 
“Medium and Low-Priced Jewelry” being 
conducted by Charles A. Moore, Moore 
DeGrazier, Dallas; “Sterling Silverware” 
by Walter Mayer of Wallenstein & 
Mayer, Cincinnati; “Plated Silverware” 
by Arthur P. Care. 

Many other subjects of real interest to 
the entire wholesale trade were then 
brought up for general discussion. 

The annual banquet was held Monday 
evening at seven o'clock. A. L. Ellbogen, 
president, was toastmaster, and the prin- 
cipal address was delivered by Pierrepont 
B. Noyes, head of the Oneida Community, 
Ltd. 


TUESDAY 


On Tuesday morning, again promptly 
at 10 o’clock, President Ellbogen called 
the meeting to order, hoping to introduce 
the Honorable Charles H. March of the 
Federal Trade Commission, Washington, 
D. C. Unfortunately, he had to advise 
the meeting that, because of stress of 
business in Washington, Mr. March was 
not able to be present, but he had sent 
his paper on to Chicago, which was then 
presented by a representative of the 
Government in the Chicago office. 

Edward O. Otis followed with a very 
interesting presentation, “The Outlook 
from the Manufacturer’s Point of View.” 
Mr. Otis wound up his talk by cordially 
inviting the association to hold its meet- 
ing next year in Providence, R. I. 

The next speaker on the program was 
H. L. Carpenter of Albert Walker Co., 
Providence, R. I. His subject was 
“Wholesalers Buying Policies,” in which 
he emphasized in detail the desire for 
more whole-hearted cooperation between 
all branches of the jewelry trade. 

The rest of the morning session was 
given to a discussion of “Manufacturers’ 

















Work the old mine some more! 


HE mad gold rush is over, but the old mine is not worked out. Digging a lit- 
tle deeper and more persistently will result in steady profit from obsolete and 


broken gold jewelry, silverware and other precious metals. 


Correct quality test and accurate weight, as well as the full market value, are es- 
sential to a full return from old metal. In other words, you must rely upon the 


integrity of your dealer. 


For over 40 years, exclusive smelters and refiners 
of precious metals—Not jewelry manufacturers. 


etc K ASTENHUBER & LEHRFELD #23 














“FEDERAL” “DUO-BEVEL” ECONOMY 
SLASHES JEWELERS CRYSTAL COSTS 


A trial order will convince you! 


Medium Thiek Crystal Clear... ............... cee. $1.00 a doz. 
Medium Thiek Military Crystal Clear................ 1.50 a doz. 


Your Jobber can get them for you. 
Our crystals are manufactured by master craftsmen. 


DUO - BEVEL 
CRYSTAL — No- 


tice the extra bev- 
el cut on top and 
bottom. Now there 
is no sharp edge to 


chip. Even a be- 
ginner can snap-in 
Duo-Bevel Crystals. 


Only in a modern plant could such fine crystals 

be made. Beware of substitutes. 
Manufacturers of Crystals for 
American and Canadian Cases 

FREE ° Five Color Display card showing 


awards with one gross crystals— 
Thru your jobber. 


Orders filled complete in 24 hours 


You can refill your cabinet with FEDERAL 
Duo-Bevel crystals without changing your present 
system. Write for full information and mention 


- WILL YOU BE 
FIRST OR LAST? 


In your community will you be first or last 
to display this sign which officially verified 
your business integrity and the fact that 


you pass yearly customer-protection exam- 


o 


inations regarding merchandise? 
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AMERICAN GEM SOCIETY 
19 35 
REGISTERED JEWELER 














Arrange now for ethical certification and 


preparation for examination by writing 
































jobber’s name. today to 
JOBBERS: Ask about our special proposition! ‘é 
TA, AMERICAN GEM SOCIETY 
FEDERAL WATCH CRYSTAL CO. wc. 555 South Alexandria, Los Angeles 
129 FULTON ST. NEW YORK 
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Selling Policies,” with special reference 
to: 
(a) Their ability to maintain a stable 
market; 
(b) Adequate margins; 
(c) Direct Selling. 


George Engelhard of the National 
Jeweler discussed the Capper-Kelly Bill 
from its origin and enthusiastically com- 
mented upon the fact that thus far a 
State Capper-Kelly bill has been O.K.’d 
by the legislature in 10 states, including 
Illinois, New York, New Jersey and Cali- 
fornia. 

The afternoen was devoted to the pres- 
entation of the treasurer’s report, over- 
head expense report, resolutions commit- 
tee, nominating committee, and election 
of officers, 

The following officers and directors 
were elected for the ensuing year: Presi- 
dent, H. L. Carpenter, Albert Walker Co., 
Providence, R. I.; vice-presidents, Arthur 
P. Care, E. W. Reynolds Co., Los Angeles, 
Calif.; Lloyd G, Pattee, S. H. Clausin 
& Co., Inc., Minneapolis, Minn., and A. C. 
Wallenstein, the Wallenstein-Mayer Co., 
Cincinnati, Ohio; treasurer, Joseph B. 
Bechtel, Joseph B. Bechtel & Co., Inc., 
Philadelphia, Pa. 

The following were elected members of 
the executive committee for one year to 
fill vacancies in the group whose terms 
expire in 1936: A. H. Ficken, The A. H. 
Ficken Co., Cleveland, Ohio; William 
Aisenstein, Aisenstein-Woronock & Sons, 
Inc., New York. 

The following were elected members of 
the executive committee to serve two 
years, their terms expiring in 1937: 
Arthur Manheimer, Manheimer Watch 
Co., Chicago, Ill.; George G. Gambrill, 
Eisenstadt Mfg. Co., St. Louis, Mo.; W. 
Merritt Hurlburt, H. O. Hurlburt & Sons, 
Philadelphia, Pa.; Charles A. Moore, 
Moore DeGrazier Co., Dallas, Tex.; A. C. 
Possin, Boszhardt-Possin Co., Milwaukee, 
Wis.; Harold Alberts, I. Alberts’ Sons, 
Inc., Boston, Mass.; Herbert C. Schwab, 
A. G. Schwab & Sons, Inc., Cincinnati, 
Ohio. 


THE RESOLUTIONS 


The association resolved that as the 
industry derived many benefits under the 
NRA, they should make every effort to ad- 
here to the principles and standards es- 
tablished by the codes; that the president 
of the association appoint a committee to 
cooperate with the secretary’s office in 
amalgamating and revising the trade 
practice rules in the wholesale code and 
the trade practice rules as approved by 
the commission and then submit them to 
the Federal Trade Commission for ap- 
proval; that the association favors modi- 
fication and amendment of anti-trust laws 
to permit reasonable and helpful coopera- 
tion among competitors; that the associa- 
tion install a federal tax service and issue 
bulletins to members of the association 
advising them of new revenue acts and 
rulings thereunder; that the Bureau of In- 
ternal Revenue be requested to issue a 
ruling to the effect that its agents shall 
recognize as effective any exemption cer- 
tificates received from a manufacturer or 
producer of jewelry received from any 
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other duly registered and qualified manu- 
facturer or producer of jewelry and that 
articles sold under such certificates be 
considered tax free, unless it affirmatively 
appears that the Bureau of Internal Reve- 
nue has not received the tax on any article 
or articles sold under such exemption 
certificates; that the association expresses 
its heartiest approval and appreciation of 
the policies of manufacturers who have 
adopted definite sales policies which have 
resulted in greater volume of sales and 
greater protection to both wholesalers 
and retailers; that the association ap- 
proves of manufacturers openly and pub- 
licly announcing their sales policies as 
a means of eliminating secrecy and unfair 
competitive practices; that the secretary 
of the association communicate with the 
Federal Trade Commission and learn 
whether it will permit the association to 
amend the fair trade practice rules as 
approved by it under date of July 10, 
1931, so as to include the terms and cash 
discount provisions in the supplementary 
code of fair competition for the whole- 
sale jewelry trade, said provision to be 
amended, however, to provide that in- 
voices for merchandise sold or shipped in 
the month of September shall also become 
due and payable not later than Jan. 15 
of the following year, subject to,a 2 per 
cent cash discount. 


On Wednesday, the Elgin wholesalers 
were taken in busses out of Elgin, IIl., 
for an inspection of the factory, luncheon, 
business session and an afternoon of golf 
for those who cared to participate. 


Notes of the Convention 
TERMS 


Terms and cash discounts were very com- 
pletely dicussed at the opening session Monday 
morning and again at the final session Tue 
afternoon. Members were particularly interested 
in, the possibility of securing the cooperation of 
the Government in enforcing the observance of 
uniform terms and a resolution was adopted: 
that the Secretary be instructed to communicate 
with the Federal Trade Commission and learn 
whether it will permit them to amend the Fair 
Trade Practice Rules as approved by it under 
date of July 10th, 1931, so as to include the 
terms and cash discount provisions in the Sup- 
plementary Code of Fair Competition for the 
Wholesale Jewelry Trade, said provision to be 
amended, to provide that invoices for merchan- 
dise sold or shippéd in the month of September 
shall also become due and payable not later than 
January 15th of the following year, subject to 
a two per cent cash discount. 


During the discussion of terms and cash 
discounts, it was the general opinion of indi- 
vidual members that it would be a grave mis- 
take to revert to the former practice of giving 
seasonal settlements and excessive casH dis- 
counts. 

SpectaL Tax SERVICE 


During the Convention sessions, it developed 
that many members were not fully advised re- 
garding the various tax rulings of the Bureau 
of Internal Revenue either directly or in- 
directly affecting the sale of jewelry and in 
view of the fact that these belliees were said 
to be more numerous and increasingly difficult 
and expensive for members of the association 


to follow, resolutions were unanimously adopted’ 


authorizing the association to inaugurate a spe- 
cial Federal Tax Service for the purpose of 
keeping them fully advised regarding all rulings 
of the Bureau of Internal Revenue applicable 
to the wholesale jewelry trade. 


TRADE PrAcTICE RULES 


It was also the consensus of opinion that the 
assistance of the Federal Trade Commission 
in establishing rules of fair competition should 
be requested. To this end the resolution was 
adopted:—that the President be authorized to 
appoint a committee to cooperate with the 
Secretary’s office in amalgamating and revising 
the Trade Practice Rules in the Code and the 
Trade Practice Rules approved by the Com- 
mission on July 10th, 1931, and then submitting 
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them to the Federal Trade Commission for 
approval. 


MANUFARTURERS PROMISE ASSISTANCE 


Statements made by- various manufacturers 
during the Convention indicated that they real- 
ize to an increased degree the benefits to be 
derived from cooperating with wholesalers, and 
oe becoming increasingly anxious to assist 
them. 

This was particularly emphasized by Edward 
O. Otis, Jr., of Providence, R. I., during his 
address on the subject, “The Outlook from the 
Manufacturer’s Point of View.” Mr. Otis 
definitely stated that manufacturers are ready 
to work with wholesalers in solving their mutual 
problems. This opinion was reflected by other 
manufacturers during the Convention sessions. 

With respect to manufacturers’ terms, Mr. 
Otis indicated that manufacturers do not expect 
to announce what their terms will te. He said 
they are anxious to adhere to the terms estab- 
lished by their Code and that he believed they 
will be glad to coordinate them with the terms 
of wholesalers as best they can. 


ADEQUATE DIFFERENTIALS 


In addition to proper sales policies, speakers 
stressed as equally essential the adoption by 
manufacturers of differentials which properly 
compensate our members. The consideration 
of this problem was opened by Arthur P. Care 
of Los Angeles, Charles A. Moore of Dallas, 
and Walter Mayer of Cincinnati. A_resolu- 
tion was. unanimously adopted authorizing the 
association to continue the differential activities 
of the Code Authority and to encourage manu- 
facturers to openly and publicly announce their 
policies. 

New Duves 


During the past two years the association 
has had a substantial growth in its membership. 
The enrollment of a substantial number oi 
smaller wholesalers is exceptionally gratifying 
to the officers. In order to further encourage 
their cooperation the following new scale of 
dues was adopted: 


Membership 

Classification Annual Volume Annual Dues 
Class A Less than $50,000 $25.00 
Class B $50,000 to $100,000 35.00 
Class C $100,000 to $150,000 50.00 
Class D $150,000 to $250,000 60.00 
Class E $250,000 to $500,000 75.00 
Class F Over $500,000 100.00 


Ralph C. Putnam 


PHILADELPHIA, July 15—Ralph Currier 
Putnam, vice-president and director of 
J. E. Caldwell & Co., Chestnut street 
jewelers, died July 12 following an ex- 
tended illness. He had been ill for five 
months, but was thought to be gaining 
until Tuesday, when he became worse, 
passing away in the early morning on 
July 12. 

Mr. Putnam was born in Lynn, Mass. 
He became associated with the Caldwell 
firm in 1882 and had been an active ex- 
ecutive of the company since 1915. 

He was a member of the Union League, 
the Rotary Club, Philadelphia Chamber 
of Commerce, Undine Barge Club, Frank- 
lin Lodge No. 134, F. & A. M., Philadel- 
phia Consistory Rite, Order of Founders 
and Patriots of America, Sons of the 
Revolution, and a member of St. Paul’s 
Episcopal Church, Chestnut Hill. He was 
widely known in the Chestnut Street As- 
sociation activities. 

Mr. Putnam is survived by his widow, 
Nancy H. Putnam, and by two daughters, 
Mrs. William B. Leavens, Jr., of South 
Orange, N. J., and Nancy Haldeman Put- 
nam. Funeral services were held Mon- 
day, July 15, at 10 a. m., at St. Paul’s 
Episcopal Church, Chestnut Hill. 

The honorary pall-bearers at the fu- 
neral were: C. W. Oakford, G. A. Moore, 
W. R. Eisenhower, E. T. Chase, W. C. 
Tuttle, J. G. Garretson, Laird Simon and 
W. A. Levin. 








Charles F. Manahan Chosen President 
of San Gabriel Valley Jewelers’ Asso. 


SouTH PasaDENA, CALIF., July 15— 
Charles F. Manahan, South Pasadena 
jeweler, has been elected president of the 
San Gabriel Valley Jewelers’ Association. 
He succeeds Charles G. Lewis of Pasa- 
dena. The South Pasadena business man 
is also director of the Southern California 
Retail Jewelers’ Association and was at 
one time vice-president of the American 
National Retail Jewelers Association. 

H. E. Wellman of Alhambra was 
elected vice-president, and Earle B. Hall, 
Pasadena, secretary. W. D. Armstrong 
of Pasadena was named treasurer. 


North Carolina and Virginia Retail 
Jewelers Hold Joint Convention 
at Raleigh 


RaveicH, N. C., July 2—The retail 
jewelers of North Carolina and Virginia 
met in joint convention, June 23, 24 and 
25, in the ballroom of the Hotel Sir Wal- 
ter. Sunday was given over to registra- 
tion of guests. Dinner was served at 
6 p. m. in the Gold Room. 

At 10 a. m., Monday, June 24, the con- 
vention was officially called to order by 
Frank W. Selig, president of North Caro- 
lina association. Following the invoca- 
tion delivered by the Rev. Dr. E. McNeil 
Poteat, President Selig introduced the 
Hon. A. H. Graham, Lieutenant-Gover- 
nor of the State of North Carolina, who 
delivered the address of welcome. 

The responsive address was made by 
M. R. D. Brown, president of the Vir- 
ginia association. 

Paul W. Monohon of the Watson Co. 
gave a very interesting talk on the prob- 
lems confronting the jewelers of today 

Following the address by Mr. Monohon, 
W. G. Frasier, Durham, N. C., was called 
on to give the activities of the A.N.R.J.A. 
throughout the past year. He explained 
in some detail the work which the na- 
tional association is now undertaking in 
its publicity campaign. Immediately after 
this talk, Mr. Frasier passed out blanks 
to those jewelers who wished to make a 
contribution to this publicity fund, merely 
asking that they contribute one-tenth of 
one per cent of their gross sales, with the 
understanding that these pledges would be 
returned if the quota was not raised or 
pledged in full. 

At the Monday afternoon session, 
George C. Barcley, Newport News, of- 
fered a suggestion in the form of a reso- 
lution in regard to the establishing of a 
Federal Bureau for the purpose of grad- 
ing and classifying gems. 

Monday evening a dinner dance with 
special entertainment features was held 
in the main dining room of the Hotel Sir 
Walter. Over 200 jewelers and their com- 
panions attended this affair and witnessed 
the presentation of a very beautiful loving 
cup to James M. Fox, secretary and trea- 
surer of the North Carolina association, 
given in appreciation of the splendid 
work which he did during the past year. 

Tuesday morning, June 25, the conven- 
tion was called to order by M. R. D. 





Brown, president of the Virginia associa- 
tion, who immediately introduced M. S. 
Swartzchild of Swartzchild Bros., Rich- 
mond. Mr. Swartzchild spoke on “De- 
ferred Payments.” 

H. S. Mosher of the Pinkerton National 
Detective Agency made a short talk on 
the Jewelers Security Alliance, giving 
some of its past history and relating 
some of the accomplishments of the alli- 
ance in apprehending jewel thieves, safe 
robbers, and other criminals preying on 
jewelers and wearers of jewelry. 





Frank W. Selig, president of the North 
Carolina Association. 


Perhaps the most enthusiastically re- 
ceived address was delivered by Howard 
D. Shaeffer, vice-president of the Elgin 
National Watch Co. He related in some 
detail Elgin’s methods of protecting the 
jobbers and their customers, as well as the 
consumers themselves. 

Later in the afternoon, a closed session 
was held by each association, and officers 
were elected for the forthcoming year. 
Virginia elected the following: President, 
G. C. Barkley, Newport News; first vice- 
president, C. F. Lauderbach, Petersburg; 
second vice-president, Harry Gorge, Jr., 
Charlottesville; third vice-president, S. M. 
Swartzchild, Richmond; secretary and 
treasurer, M. R. D. Brown, Danville; 
executive committee: Leo Henerby, Roa- 
noke; Mark Holt, Petersburg; H. N. 
Cloutier, Waynesboro. 

The North Carolina association re- 
elected all officers to another term. Presi- 
dent, Frank W. Selig, Elizabeth City; 
vice-president of Central District, Ernest 
Neiman, Raleigh; Eastern District, F. 
Rawls, Clinton; Western District, Nor- 
man Ingle, Salisbury; secretary and 
treasurer, James M. Fox, Rocky Mount. 
The executive committee was also re- 
named in full and, in addition to above, 
included T. D. Hatcher, Fayetteville, and 
J. G. Campen, Edenton. 

It was agreed between the associations 
that a joint session would be held again 
in 1936 in Charlottesville, Va. Exact 
date to be established later. 
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Aisenstein-Woronock & Sons, Inc. 
Celebrate 50 Years in Business : 


The many friends of Aisenstein-Wor- 
onock & Sons, Inc., 2 West 46th St., New 
York, join in offering congratulations on 
the celebration of the 50th anniversary 
of the business. 

The house was founded on July 5, 
1885, by Morris Aisenstein and Morris 
Woronock and the first address was op 
Spring St. The business was then moved 
to 20 Eldridge St. and eventually en- 
larged, the space occupied taking in both 
20 and 22 Eldridge St. In May 1929 
the concern moved to uptown quarters at 
580 Fifth Ave. and about May 1934 
moved to 2 West 46th St. where the 
entire 15th floor is occupied. 

The concern employs at the present 
time about 45 people and in honor of 
the celebration of the Golden Anniver- 
sary, the employees have presented a 
bronze plaque to the concern. The plaque 
reads as follows: 

“A Tribute 
in Commemoration of the Golden Anniversary of 
AISENSTEIN-WORONOCK & SONS, INC 
1885-1935 
from 
their employees 
as a token of their Deep Esteem 
Veneration and Good Wishes for 
Continued Success and Achievement 
July 5, 1935” 

The presentation on behalf of the em- 
ployees was made by Samuel Anguss, 
the oldest employe, who has been with 
the firm for 25 years. Louis Aisenstein, 
William Aisenstein and Edward Ansen, 
representing the concern, responded with 
appropriate speeches. 

The firm at the present time consists 
of Morris Woronock, Edward Ansen, 
Louis Aisenstein, David Woronock and 
William Aisenstein. Morris Aisenstein, 
one of the founders of the firm, died 
Jan. 17, 1932. 


Twelfth Annual Kansas City 
Gift Show 


Dates for the 12th Annual Kansas City 
Gift and Merchandise Show have been 
set for Aug. 18-24. The show will be 
held as usual on the third, fourth and 
fifth floors of the Hotel Baltimore. ~ 

Officers and directors of the associa- 
tion who now are in the territory or who 
have been over the territory recently re- 
port an unusual interest in the coming 
show by the merchants of this section. 

Practically all of the old exhibitors 
have advised the management of their 
plans to exhibit again in this, the twelfth 
annual show; also many new lines have 
made inquiry regarding space. 

Fred Sands, show manager, with offices 
at 541 Dierks Bldg., Kansas City, Mo. 
will furnish data and information re- 
garding this show. 





Charles E. Robinson, for many years 
connected with The Wahl Co., 1800 Ros- 
coe St., Chicago, as, its representative in 
the Rocky Mountain territory, was ap- 
pointed district sales manager on the 
Pacific Coast. Mr. Robinson succeeds 
John M. Sandoe, who passed away on 
March 9. 
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This Jeweler Refuses to be Robbed 


Kansas City, Mo.—Two men walked 
into Elias Krigel’s jewelry store July 8, 
faced him and announced that it was a 
holdup. 

“Get into the rear of the store,” they 
told him. 

“No,” said Mr. Krigel, “I won't go 
back there.” 

The bandits began to threaten, warn- 
ing him that they meant business. Mr. 
Krigel still refused to comply with their 
orders. He said that he had no insur- 
ance on the goods and could not stand 
aside and be robbed. Thrusting a pistol 
against his side, the men ordered him 
to put his hands up, but he stubbornly 
resisted. 

The bandits hesitated. Suddenly one 
said, “Oh, hell, let’s go.” They went 
hurriedly out of the shop and the 
jeweler’s stock was saved. 





Watch Case Manufacturers Vote to 
Continue Present Labor Provisions 
and Quality Standards 


Under date of July 3, the following 
resolutions unanimously adopted by the 
Board of Directors of the National Watch 
Case Manufacturers Association at a 
meeting held recently in Chicago, was 
sent to the trade: 


“VOTED a poll of the Industry indicates 
that the genera! labor provisions of the code 
are being observed and we earnestly recommend 
that all members of the Industry continue to 
adhere to the general labor provissons of the 

e, especially those provisions relating to 
child labor, maximum hours, and minimum 
wages. 

“VOTED a poll of the Industry indicates 
the general conviction that the quality stand- 
ards established in Article VIII of the Code 
have very materially raised the standards of 
the Industry as a whole, have worked to the 
decided advantage of the manufacturer, dis- 
tributor, labor, and the consuming public, and 
are still being generally observed. We recom- 
mend, therefore, that all members of the In- 
dustry continue to adhere to the quality stand- 
ards established in Article VIII of the code. 

“Recommended: That so far as can legally 
be done, the members of the Industry individu- 
ally continue on a voluntary basis, to observe 
the fair trade practice provisions of the code.” 


“At as early a date as practicable,” 
says the notice sent by Secretary Vincent, 
“there will be held a meeting of the en- 
tire industry for the purpose of taking 
suitable action upon these resolutions, and 
for the disposal of any other business 
that may properly come before the meet- 
ing. Due notice of the time and place 
of such meeting will be sent out. 





Council of Jewelry and Allied Indus- 
tries to Study Problems and 
Maintain Fair Practices 


ProvipENCcE, July 1—Members of the 
Council of Jewelry & Allied Industries 
have just received from William H. 
Blake, acting secretary, under date of 
June 26, a memorandum stating the sug- 
gestions that have been made to the 
members by the Executive Committee of 
the organization. This circular reads: 


When the Supreme Court invalidated NRA. 
we wrote you to “stand pat” and “stand by’”’ 
for further announcement of a program by 
your Executive Committee. We have found 


more than 99% of the industry followed this | 


advice. 
More recently, we wrote asking your advice 
on continuation of the Council and suggesting a 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for August, 1935 





simplified voluntary code of fair labor and 
trade practices. A very substantial part of 
the industry has asked for (1) a continuation 
of the Council with expenses trimmed reason- 
ably, and (2) has agreed in principle to the 
simple set of rules as promulgated. Also some 
of our industrial divisions have already met 
and bound themselves together, as under the 
code, to carry on both the basic principles as 
promulgated by the Executive Committee and 
specific practices peculiar to their own divisions, 
not materially inconsistent with the basic pro- 
visions. 

Yesterday, the Executive Committee met to 
hear the results of their request to the industry 
for advice on future policy. They, after careful 
deliberation, decided as follows: 


1. To continue the Council (costs of opera- 
tion have already been substantially re- 
duced) to September. 1st. 

. To authorize the staff to make a thorough 
study in Washington and elsewhere of all 
plans for making effective simple and fair 
labor and trade practices, using such agen- 
cies as are available; as—(a) New NRA 
Administration; (b) Federal Trade Com- 
mission; (c) State Laws; (d) Interstate 
Compacts; (e) Existing Laws; (f) U. S. 
Bureau of Standards; (g) U. S. Patent 
Office, and others. A report will be made 
to the Executive Committee before August 
1 with a suggested long time plan of op- 
eration or recommendation for discontinu- 
ance. 

3. To authorize the staff to work unceasingly 
to hold the industry together, through its 
proper divisions, on the generally accented 
and promulgated Fair Practice Rules. This 
will be carried out by—first, a meeting of 
your General Committee; and secondly, by 
group meetings both in Providence and 
New York. 

4. To order that invoices for second half 
year’s dues in the Council not be sent out 
until by specific authorization by the Execu- 
tive Committee, after the report, of the 
staff before August Ist. 

5. To order that Council expenses for the im- 

mediate future be met from (a) balances 

on hand and (b) collections from dues 
now in arrears. 

To order the staff to make all reasonable 

efforts to collect all outstanding indebted- 

ness. 

Therefore. we ask you on behalf of the 

Executive Committee to 
1. Stand by for meetings of your group or 

groups. 

2. Hold tight to your reasonable interpreta- 
tion of the promulgated rules. Call the 
staff for assistance when in doubt, or for 
procedure being used in similar cases hy 
your competitors. You may get a specific 
report in each case to guide you. 

3. Look for regular general reports of prog- 
ress and specific reports on future policy 
early in August. ; 

4. If in arrears, pass our invoices for pay- 
ment now. 


The Executive Committee has worked 
unceasingly for your collective benefit 
during the last two years and expects 
your fullest cooperation to the end that 
we may effectively and permanently pre- 
serve all that is sound and good in this 
program. 


to 


6. 


S 


Old Indiana Jewelry House Ends 
Its Career ‘ 


EVANSVILLE, IND.—The firm of Charles 
F. Artes, Inc., retail jewelers of this city, 
is quitting business after more than 71 
years in Evansville, following the termi- 
nation of its lease, it has just been 
announced. 

The firm was founded in 1864 by 
Charles F. Artes and was located at 120 


Main St. In November, 1915, it was 
moved to the present quarters, 327 
Main St. 


Mr. Artes died in 1916, and at the time 
he was one of the best known jewelers 
in Indiana and for years had been 
prominent and active in association 
work. When he passed on, Mr. Artes’ 
three sons, Charles, William and Oliver, 
who had been members of the firm, took 
over the management of the business. 
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Since that time, Oliver, who had been 
associated with the Keystone Watch Co. 
in the meanwhile, died. 

The sale of stock and fixtures is ex- 
pected to be announced by the first of 
September, it was stated by the manage- 
ment. The quitting of the Artes store 
will mean the passing of one of the land- 
marks in trade in Evansville. 





Meeting of Wisconsin Study Groups 
of American Gem Society 


MitwaukeE, Wis.—The last meeting of 
the spring study group of the American 
Gem Society occurred upon the evening of 
June 25 at the Pfister Hotel, with a ma- 
jority of its 21 members in attendance. 
Dichroism was explained by Dr. Walcott, 
and the members experimented with the 
use of dichroscopes in testing unknown 
stones. 

A resumption of the study group, begin- 
ning a systematic review of elementary 
gemology, is planned by the society to be- 
gin in September, with Dr. A. J. Walcott 
as leader and instructor. Monthly meet- 
ings are contemplated for students just 
beginning its courses, and applications 
for entrance or for information may be 
addressed to William H. Schwanke, pres- 
ident, Wisconsin Guild, 322 E. Wisconsin 
St., Milwaukee. 





Production of Platinum in Canada 


MonTrEAL, July 9.—Canada’s contribu- 
tion to the world supply of platinum 
more than quadrupled during last year. 
At the same time the production of other 
metals of the platinum group more than 
doubled. The output of platinoids in 
Canada is closely associated with nickel, 
and, if that industry continues active, 
Canada is capable of providing the 
major part of the world demand for 
these precious metals. Cost of produc- 
tion of platinum and related metals in 
the Dominion is stated to be well below 
that of most producing countries. 

Production of platinum in Canada in 
1934 totalled 116,230 fine ounces with a 
value of $4,490,763. In 1933 the output 
was 24,786 ounces and the value $857,- 
590. Of the platinoid metals—palladium- 
rhodium, iridium, ete—the production 
last year was 83,932 ounces and the 
value $1,699,282. In 1933 the output of 
the platinoids was 31,009 ounces and the 
value $645,044. 

The great part of the platinoid metal 
production in Canada is recovered in 
refining nickel-copper matte from the 
Sudbury district of Ontario. A minor 
amount of stream platinum is yielded by 
British Columbia placers and platinum 
and palladium are sometimes obtained in 
small quantities in the smelting opera- 
tions at Trail, British Columbia. The 
chief producers of new platinum in Can- 
ada are the International Nickel Co. of 
Canada and the Falconbridge Nickel 
Mines. The refinery of the latter is at 
Kristiansand, Norway, while that of the 
former is at Acton, in England. The 
Acton refinery of International Nickel 
has a capacity of 300,000 ounces per year 
of platinum group metals. 











Vocational Study Group for Students 
of A.G.S. and G.I.A. 


Wasuincron, D. C., July 10—A voca- 
tional study group has been arranged by 
the national society for both recently en- 
rolled and prospective students of the 
A.G.S. and G.I.A. in Maryland, Eastern 
Virginia and the District of Columbia. 
Study groups will be conducted by the 
internationally known mineralogist, Dr. 
W. F. Foshag of the Smithsonian Institu- 
tion, and will occur monthly during this 
fall and the ensuing spring. Applications 
for enrollment in this group may be ad- 
dressed to W. H. Wright, 607 Thir- 
teenth St., Washington, D. C., chairman 
of the Certification Board of this region, 
or applications regarding courses, study 
group or applications may be addressed 
to the national society at Los Angeles. 





Jewelry Publicity Plan Presented to 
New York Manufacturers 


As a result of an invitation to the 
metropolitan jewelry industry, a few 
members of the manufacturing, wholesale 
and importing branches of the trade gath- 
ered in the Le Perroquet suite of the 
Waldorf-Astoria Hotel on July 2 to listen 
to an explanation of the proposed public- 
ity campaign to popularize the wearing 
of jewels with the consumer. The cam- 
paign is sponsored by the American Na- 
tional Retail Jewelers Association. 

William D. McNeil, president, spoke at 
length in introduction of the idea, show- 
ing many samples of pages from style and 
women’s magazines which illustrate how 
it is proposed that the publicity be in- 
serted. Then Mrs. June Hamilton Rhodes, 
well known in fields of fashion publicity, 
addressed the meeting briefly. She said 
that she felt that the era of shoddy mer- 
chandise is over and that the public now 
is ready for the effective promotion of 
quality. Thus, she declared, precious 
jewelry has today an opportunity to re- 
gain its rightful place in the mind of the 
consumer if properly presented. Styles, 
she said, begin at “the top,” and efforts 
to establish a fashion must begin in those 
style centers where vogues of apparel and 
personal adornment have their origins. 

The campaign, according to Mr. Mc- 
Neil’s announcement, will cost $30,000 for 
the first year. Of this amount, about $10,- 
000 has already been subscribed. He ap- 
pealed to the manufacturers for their 
support in raising the balance of the 
funds needed. Execution of the publicity 
program is to be in the hands of Mrs. 
Rhodes. 





Bernard A. Dolan 


Boston, Mass., July 10.—Bernard A. 
Dolan, president and treasurer of the 
Tuttle Silver Co., died at his home, 93 
Evans Road, Brookline, July 4 and a 
solemn high mass of requiem was cele- 
brated in St. Aidan’s Church, Brookline. 

Mr. Dolan was born in Jamaica Plain, 
61 years ago. He was well known for 
his silver designs and originated the idea 
of date-marking silver to simplify identi- 
fication. He loved the real and abhorred 
the imitation and art in silver was to 





him an obsession and his excellent pro- 
ductions, particularly of old Colonial 
pieces, were outstanding in beauty of de- 
sign and fine workmanship. He had a 
wide acquaintance and many friends in 
the jewelry trade. He and his company 
specialized in fine reproductions of early 
American and old English silver and he 
was widely known personally throughout 
the silver and jewelry trade of this coun- 
try where he was respected for his ex- 
pert knowledge and his many sterling 
qualities. 

The survivors include his widow, Mrs. 
Josephine S. Dolan, two stepsons, R. 
Henry Smith and Arthur F. Smith, and 
one brother, Charles P. Dolan of Jamaica 
Plain. 


Golden Roosters Flock to Vernon 
Country Club for Annual Outing 


Cuicaco, July 1—The Golden Roosters 
of Chicago have decreed the “weather 
man” as their patron saint, and doubt- 
less he will be named for honorary life 
membership at the next regular business 
session. After nearly a week of in- 
cessant rain, Thursday, June 27, dawned 
a bright, clear day and so continued. It 
was a typical Golden ‘Rooster day and 
nearly 150 members enjoyed one of the 
fullest and most enjoyable programs ever 
devised for their annual summer outing. 

The scene was again the club house 
and grounds of the Vernon Country 
Club, about 25 miles north on the Deer- 
field Road. Sixty golfers waded over 
the course during the morning contesting 
for the golf prizes which were awarded 
under the automatic system of handi- 
capping. At noon the party enjoyed an- 
other famous lunch arranged by Gus 
Weinfeld and the nine candidates were 
given some indication of what was in 
store for them. Then followed the an- 
nual pennant raising when the “Buyers” 
flung their flag to the breeze for the sec- 
ond year in succession. After candidates 
had successfully and otherwise wrestled 
with the greased pig and played water 
polo the annual ball game and other 
events took place. 

For the third year the “Buyers” de- 
feated the “Peddlers,” this time by a 
score of 14 to 13 in 12 innings. Batteries 
for the “Buyers,” Gordon Petersen and 
Mead Montgomery, for the “Peddlers,” 
Frank Moran and Max Cohen. Umpires 
were, “Bill” Schlosmann, Charles Mueller 
(state’s attorney office) and Sarj. Tom 
Alcock (jewelry detail police). The ques- 
tion was raised this year as to whether 
certain members of the Peddler nine 
played favorites when some particular 
member of the “Buyers” nine was in 
jeopardy. 

Dinner was announced at 6 o’clock and 
Chanticleer Bert Hopper acted as master 
of ceremonies, introducing the 23 am- 
bitious amateur acts which were enthusi- 
astically received. Leonard Lewy then 
announced the winners of the prizes, and 
there were many prizes. 

In golf low gross was won by Leon- 
ard Lewy (80), Low nets to Bert Hopper 
(57) and Ben Troup (60), and Dave 
Newman (62). Mr. Troup also won the 
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booby prize with his gross score of 166, 
Horseshoe prizes went to Bert Miller 
and Cliff McLane and Harry Mitchel] 
and Joe Slapich. 

The following proved their worth 
during the day and are now full fledged 
cocks in the barn yard: Willard Hagan, 
Jos. Hagn Co.; Sigmund Gottlieb, Fredk. 
Gottlieb Co.; Milton Nathan, Stein & 
Ellbogen Co.; Thurie Ross, Holsman & 
Co.; L. W. Silsby, Benj. Allen & Co.; 
Frank Tommins, Evans Case Co.; Jack 
Casey, National Jeweler; Webb C. Ball, 
II, The Ball Co.; Gus Halbeck, Ross- 
Beck Co., Kansas City. 





New Jersey Jewelers Elect Bertram 
A. Weber President of State 
Association 


The officers chosen to serve during the 
ensuing year by the members of the New 
Jersey Retail Jewelers Association at 
their convention on June 26 in the Hotel 
Douglas, Newark, are as follows: 

Bertram A. Weber (Ridgewood), pres- 
ident; Louis Haimann (Morristown), 
Michael Kohn (Elizabeth), James Fort 
(Trenton), Ambrose New (New Bruns- 
wick), and Carl Lund (East Orange), 
vice presidents; Paul J. de la Reussille 
(Red Bank), treasurer, and John F. 
Walsh (Nutley), secretary. The trustees 
include William Baird (Jersey City), 
William P. Walsh (Passaic), and H. 
Victor Paul (Newark). 

The convention sessions, while lasting 
only one day, offered an unusually valu- 
able program for retail jewelers. Of 
particular interest were the illustrated 
recorded lectures on store fronts and 
store illumination presented by Thomas 
J. Osborne of the Pittsburgh Plate Glass 
Co. In the afternoon Kenneth N. What- 
more, designer of the new Sales Service 
Institute of the International Silver Co., 
demonstrated the use of store and new 
window display materials and acces- 
sories. The jewelers felt that they had 
gained many ideas of practical use from 
Mr. Whatmore’s remarks. 

William D. McNeil, president of the 
A.N.R. J. A., spoke on the publicity cam- 
paign being sponsored by the national 
association. Charles T. Evans, secre- 
tary, had for his subject, “What Now?” 
He urged that it was the duty of trade 
associations to consolidate the gains in 
trade practices made under NRA. Fred 
Bonner, of F. & F. Felger, Inc., manu- 
facturing jewelers, spoke on “No Substi- 
tute for Quality.” Bartley J. Doyle, vice 
president of THE JEWELERS’ CIRCULAR- 
KEYSTONE, made an informal address, 
touching on various phases of merchan- 
dising in the jewelry store. 

The dinner and dance in the ball room 
concluded the day’s activities. 





Mierow’s jewelry store, 1105 Broad- 
way, Tacoma, Wash., has completed and 
has had on display all of the medals 
awarded during Fleet week, July 13-20. 
The group consists of 69 medals in silver 
and bronze, attractively designed and 
showing a replica of a battleship with 
the lettering “Fleet Week, Tacoma, 1935 
Trophy.” They were awarded as prizes. 
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New York Jewelry Workers Strike 


Organizations of Platinumsmiths and Goldsmiths and Workers 
Union Fail to Agree After Several Conferences 


The strike of the jewelry workers of 
Greater New York, anticipated in the 
last issue of THE JEWELERS’ CIRCULAR- 
Keystone, has become a fact. The strike 
order was issued at a mass meeting of 
members of Local No. 1 of the Interna- 
tional Jewelry Workers’ Union, held at 
Webster Hall on July 17, and the strike 
became effective the following morning, 
Wednesday. 

Since that time the workers have 
picketed the buildings where the jewelry 
manufacturing business is concentrated, 
on Canal and John Sts. and Maiden 
Lane, downtown, and in the midtown 
area on W. 47th and 48th Sts., between 
Fifth and Sixth Aves. Up to the present 
there has been no trouble, the strike be- 
ing conducted in an orderly manner. The 
actual number of pickets is not great, in 
view of the fact that in some cases one 
building houses as many as 30 or 40 
firms and can be picketed by two men. 
Union officials claim that about 450 shops 
have been rendered inactive by the strike. 

Between 1300 and 1400 men have act- 
ually gone out, according to the Union, 
‘ which claims a total registration of about 
3300 members, many of whom are unem- 
ployed. 

The decisive point of difference be- 
tween the employers and representatives 
of labor was the question of an open 
shop. Manufacturers insisted that they 
retain the right to hire and fire according 
to their own discretion, while spokesmen 
for the jewelry workers demanded that 
all discharges of men be subject to arbi- 
tration and that only union labor be em- 
ployed. 

The difficulty arose out of a new pro- 
posed agreement between the manufac- 
turers and the union, presented by labor 
leaders to replace the old agreement 
which had been in force since last Octo- 
ber, and which expired July 1, 1935. The 
old agreement had an arbitration clause 
which provided for an adjustment board 
‘to consider disputes or disagreements be- 
tween workman and employer, which 
could be invoked if any man was dis- 
charged without just cause. The new 
agreement presented by the union de- 
manded that discharges of any kind be 
subject to arbitration. The manufacturers 
would not submit to this provision, hold- 
ing that it is their right to hire or fire 
- according to their own judgment. 

Other provisions of the new agreement 
would require the manufacturers to employ 
only members in good standing with the 
union, and to aid in collection of the 
union’s dues from their employees. 

The manufacturers refused these provi- 
sions also, asserting that in a business 
such as the manufacture of precious 
jewelry, the employer should have com- 
plete freedom in the choice of his work- 
ers. 

The paragraphs of the new agreement 
asking for shorter hours and higher 
Wages were not discussed at all, the 
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whole controversy centering around the 
demand for a closed shop. 

Several conferences between the union 
leaders and representatives of the em- 
ployers were held in an attempt to reach 
some accord, the last one being on Mon- 
day night, July 15, when negotiations 
were broken off. 

A joint committee of employers, includ- 
ing six members of each of the three as- 
sociations of manufacturing jewelers of 
New York, met with the union officials at 
these conferences. At the head of this 
committee were Jacob Mehrlust, president 
of the Platinumsmiths; Jacob H. Schaef- 
fer, president of the Jewelry Crafts As- 
sociation, Inc., and Jacques Japka, presi- 
dent of the Associate Jewelers, Inc. 

The workers were represented by Leon 
Williams, business manager of Local No. 
1, and Peter Garcia, president of the 
union. 

It was pointed out by one of the manu- 
facturers that the wage and hour scales in 
New York offer conditions better by far 
than in any other jewelry manufacturing 
center in the country. Wages for skilled 
labor are fixed at a minimum of $1 an 
hour, with a maximum of 35 hours a 
week and time and a half for overtime. 
In other localities, he declared, wages 
are all far below this scale, with a week 
of 40 or more hours. 

At a meeting of the Jewelry Crafts 
Association held July 17 a majority vote 
was taken in favor of an open shop. 

A union spokesman said that they de- 
manded arbitration in case of the dis- 
charge of a worker to prevent any mem- 
ber from working under the established 
scale through fear of loss of his job. He 
claimed that if the manufacturers had the 
complete power to fire without any re- 
view or arbitration, that an unscrupulous 
employer would be in a position to intimi- 
date a worker into accepting wages less 
than the contract scale. 

While some manufacturers expressed 
doubt that any of their number would 
seek individual settlement, the Union as- 
serted less than a week after the strike 
began that many of the smaller manu- 
facturers had asked for negotiations of 
this kind. 





‘Silas Wright Pickering 


Summit, N. J., July 10—Silas Wright 
Pickering, former manufacturing jeweler 
and diamond merchant, died on July 8 at 
his home here, 19 Euclid Ave., after an 
illness of two months. He was 87 years 
old and had been retired for 17 years. 

Born in Chemung, N. Y., Mr. Picker- 
ing came to Newark to live in 1875, at 
that time entering the employ of his 
father-in-law, E. Bedell, of the old firm 
of Mcintyre, Champenois & Bedell. Early 
in the 80’s, he and John H. Shoemaker, 
an employee of the same concern, left 
to establish their own business, with an 
office at 23 Maiden Lane, and factory in 
Newark, trading as Shoemaker, Picker- 
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ing & Co. They continued together until 
1897. Later, Mr. Pickering traveled 
throughout the country representing New 
York diamond importers. He was with 
Stern Bros. & Co. for a time and also 
with H. & E. Oppenheimer. 

He is survived by his widow and the 
following children: A daughter, Mrs. 
Fred Faulks of Short Hills, N. J., and 
two sons, David G. Pickering of East 
Orange, who was for years in the jewelry 
business, and Reynale Pickering of Larch- 
mont, N. Y. 


Fifth Ave., New York, Wholesaler 
Loses $3000 in Sterling Silverware 
to Bandit Trio 


Alone in the office of John Schumacher, 
wholesale jeweler of 607 Fifth Ave., 
Charles Ferraro, a clerk, on July 12 fell 
prey to the dissimulation of a clever 
crook who pretended to be terribly down- 
cast when he heard that Mr. Schumacher 
was out. 

“He told me when I met him a year 
ago at ‘the Club,’ to come in to see him 
when I needed some jewelry,” the 
stranger explained disappointedly. 

Ferraro had let him in and was stand- 
ing in the door of the inner office while 
he listened to this explanation. It was 
about 2.30 p. m. 

The visitor turned, apparently ready 
to leave, then wheeled suddenly, produc- 
ing a revolver. “Take it easy,” he cau- 
tioned the clerk. At the bandit’s com- 
mand, Ferraro lay face down in a corner 
while his captor admitted two accom- 
plices. They looked around and then 
asked their victim: “What about the 
safe?” 

Ferraro responded that he was only a 
clerk and did not know the combination. 
Then they bound him securely and taped 
his mouth. 

The robbers then proceeded to ransack 
the offices for valuables, stowing some 
260 pieces of sterling silverware, a large 
Tiffany flatware set, and a number of 
fancy centerpieces, into a large suitcase 
they found on the premises. They took 
also a watch belonging to Mr. Schu- 
macher, which was in his vest hanging 
on a chair. 

About five minutes after they had 
made their escape from the building, 
Mr. Schumacher returned. Upon enter- 
ing the vestibule of the office he heard 
Ferraro’s moans, and called a policeman 
who freed the young man. 








The monthly meeting of the Horologi- 
cal Society of New York was held on 
July 2, with the new president, Herman 
Schlacht, in the chair. On behalf of the 
membership he presented Benjamin Mel- 
lenhoff, whom he had succeeded as presi- 
dent, with a sterling silver cigarette 
case bearing a gold emblem of the so- 
ciety. The gift was engraved with a 
suitable inscription regarding Mr. Mel- 
lenhoff’s untiring service to the craft. 
At this time the former president received 
also an Honorary Certificate of the so- 
ciety. On the motion of Ferdinand 
Haschka, William H. Shortt, of Exeter, 
England, was unanimously elected to an 
honorary membership. 
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Geo. C. Brock Elected Chairman of 
Board of Governors of Gemological 
Institute of America 


Los ANGELES, CALIF., July 15—At the 
recent meeting of the Board of Governors 
of the Gemological Institute of America, 
George C. Brock of Brock & Co., this 
city, was elected chairman of the board 
for the ensuing fiscal year. 





F.T.C. Issues Another Order Against 
Improper Use of Term “Sheffield” 


WasuincTon, D. C., July 11.—False 
and misleading representations in the 
sale of silver-plated products are pro- 
hibited by the Federal Trade Commis- 
sion in a consent cease and desist order 
issued against Excelsior Silverware Cor- 
poration, of New York City. 

The order directs the respondent to 
stop using the words “Sheffield Repro- 
ductions” or similar expressions implying 
that its products are made or reproduced 
in accordance with the manufacturing 
process employed by the silversmiths of 
Sheffield, England, in making “Sheffield 
Silverware” or “Sheffield Plate,” when 
such is not the fact. 

The Excelsior company is also ordered 
to cease employing the word “Sheffield” 
independently or in connection with othe 
words to advertise silver-plated ware not 
made in Shefheld, England, in accordance 
with the Sheffield silversmiths’ process. 


Imports and Exports of Watches and 
Clocks During May 


WASHINGTON, July 15.—According to 
latest figures compiled by the Division of 
Foreign Trade Statistics, the total value 
of the watches imported during May was 
$227,122; of watch parts, $82,421 and 
jewels for movements, $84,295. Imports 
of clocks during the same month amounted 
to $3,098 and clock parts, $4,594. 

The exports of watches during May 
included watches with jeweled move- 
ments of $4,291; watches with jewels, 
$11,255 and parts of watches, $10,737. 

Clock imports during May included 
mantel, novelty and wall clocks of 
$3,743; one-day alarm clocks, $37,107 and 
other clocks and parts except electrical, 
$14,198. 


Precious Stone Dealers Association 
Organizes Credit Information Bureau 


At a recent meeting of the New York 
Precious Stone Dealers Association it was 
decided to establish a clearing house for 
credit information regarding the cus- 
tomers of the members. The plan pro- 
vides for monthly confidential reports 
which will be sent to all members of the 
association. 

Forms listing various types of com- 
plaints, such as “30 days slow,” and “over 
60 days slow,” etc., have been distributed 
among the members, and these will be 
filled out and sent to a central office as 
occasion demands. Then, each month, a 
consolidated report bearing the names of 
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those complained against, and the nature 
of the complaint, will be issued by this 
central office. In this manner the organ. 
ization hopes to ameliorate credit condj. 
tions in this branch of the industry, 

Charles Frank, of Belgard & Frank, 34 
W. 47th St., is president of the Precious 
Stone Dealers Association, and Leopold 
Nathan, of S. Nathan & Co., 71 Nassay 
St., is secretary. 


Vacheron & Constantin Celebrate 
150th Anniversary in Watch Making 


Members of the jewelry and watch in, 
dustries have been notified that one of 
the most prominent watch factories of 
Geneva (Vacheron & Constantin) are 
celebrating this year the 150th annivers. 
ary of the founding of the business, and 
as a result, letters of congratulation are 
being received by the firm in Switzer- 
land and also by their representatives in 
the United States, Edmond E. Robert, 
Inc., 3 Maiden Lane, New York. 

It was in 1785 that the well known firm 
of Vacheron was started and from the 
beginning it was intended that the name 
should be a synonym of quality in time- 
keeping mechanism. The factory was 
first established in the old Roman Tower. 
on the island formed by the two branches 
of the Rhone River as it passed through 
the City of Geneva, In 1875, the house 
occupied the new factory which has since 
been improved. 

Vacheron & Constantin was reported to, 
be the first of the manufacturing firms 
to apply the discoveries of J. A. Lepine 
and their watches became the flattest and 
those of high quality. In 1810 they. 
adopted on a large scale the cylinder es, 
capement and were the first to create the 
ancre escapement which Georges Leschot. 
of their factory had perfected. 

The business of this house has been, 
in charge of directors, members of the. 
Vacheron and Constantin families whose 
name it bears, and who have been able 
to meet with success the troubles that- 
have visited the watch industry in the last- 
century and a half. 





Pittsburgh Retail Jewelers Endorse 
j Publicity Plan 


PittspurcH, Pa., July 17 — Leading: 
Pittsburgh retail jewelers gathered at, 
luncheon today at Kramer’s and gave 100, 
per cent endorsement to the proposed: 
plan of the American National Retail| 
Jewelers Association for advertising and 
publicizing the. jewelry industry. Under. 
the plan, the retail jewelers in the city. 
will contribute one-tenth of one per cent: 
of their gross income. in order to help, 
finance the project. 

Paul S. Hardy, president of the Hardy: 
& Hayes Co., presided, and among those. 
present were such well-known members, 
of the trade as Francis A. Keating, presi- 
dent of the Grogan, Co.; William J. Kap- 
pel, president of the. Wm. J. Kappel Co., 
which operates three credit stores; John, 
M. Roberts, 3rd; of John M. Roberts &: 
Son Co.; W: W: Warrick, R. G. Henne. 
and others. 
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Quick Action of Diamond Manufac- 
turer Foils Cleverly Planned 
Hold-Up 


Keys, made by a locksmith working 
with a gang of bandits, admitted two ban- 
dits to the office of Uscher Doppelt, dia- 
mond cutter on the 10th floor of 1 W. 47th 
St, New York, at 5:30 p.m., July 2, ac- 
cording to detectives of the safe and loft 
squad, and, but for the presence of mind 
of Mr. Doppelt, they would have obtained 
a haul of more than $100,000 in gems. 

The cutter, seeing the bandits enter 
the office with guns, ran to an inner room 
and pressed the button of an electric 
alarm system notifying police headquar- 
ters. He then drove his fist through a 
window. Sound of the shattering glass 
caused the bandits to flee, dropping hand- 
cuffs and a knife. Gloves and a revolver 
were found on the seventh floor fire es- 
cape stairs. 

Arrest on July 3 of a man who, police 
claim, has confessed to making keys to 
the Doppelt office led to a reconstruction 
of the crime. The gang, according to the 
police theory, rented an office opposite 
Doppelt’s quarters, and the locksmith 
made duplicate keys to fit four locks on 
the outer door and three inner doors of 
the cutter’s premises. Although all locks 
in the building were changed by police 
order of June 13, as a result of a tip, 
the robbers were not discouraged and 
made another set of keys. Tuesday morn- 
ing, July 2, Mr. Doppelt found on his 
desk a graphite air gun. This had been 
used to remove traces of the wax molds 
used in taking impressions of the locks 
for the purpose of making keys. 





Daniel |. Hayes 


ProvipENcE, R. I., July 22—Daniel I. 
Hayes, president and treasurer of the 
H. M. H. Mfg. Co. of Pawtucket, died 
at his home in that city. recently, aged 
45 years. 

He was born in the house in which he 
died, April 4, 1890, and received his edu- 
cation in the parochial- schools of Paw- 
tucket, St. Francis’ Preparatory School 
at Brooklyn and Fordham University. 

When the H. M. H. Mfg. Co. was or- 
ganized in 1917 he became its head and 
served in that capacity until his death. 
He was a lieutenant in the army from 
August, 1917, until March, 1919. 

He is survived by his father, with 
whom he lived, and two sisters. 





Diamond Importers and Watch Con- 
cern Remove to New International 
Building, Rockefeller Center 


Several prominent diamond importers 
have signed leases for offices in the most 
recently completed unit of Rockefeller 
Center — the International Building — 
which rises in steel, limestone and alumi- 
hum to a tower of 38 stories on Fifth 
Avenue, between 50th and 51st Sts. Two 
floors of the structure, the 14th and 15th, 
are planned for a center for members of 
the jewelry trade. 

Members of the gem trade who have 
already taken possession of quarters on 
the 14th floor include Finkelstein Bros. 
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Co., diamond importers, formerly at 10 
W. 47th St., and Miller & Veit, also im- 
porters, formerly at 48 W. 48th St. Stern 
Bros. & Co., importers and cutters, will 
remove there from 2 W. 46th St. on Aug. 
15. The New York offices of the Gruen 
Watch Co., formerly at 522 Fifth Avenue, 
were recently moved to a suite on the 
same floor. Goudvis Bros., diamond im- 
porters, now at 22 W. 48th St., will take 
occupancy of offices in the new building 
on or about Sept. 1. 

The International Building is set back 





The New International Building 


from Fifth Avenue 45 feet, this space be- 
ing devoted to an open forecourt which 
forms a broad entrance to the tower, sepa- 
rating its two six-story extensions to the 
north and south corners of the block on 
Fifth Avenue. One of these is an exten- 
sion of the International Building, on the 
north corner, the other the Palazzo 
d'Italia. 

Offices fronting toward Fifth Avenue 
will look down on roof gardens to be 
landscaped on the roof-floors of the two 
six-story buildings. Floors of the build- 
ing at street level and below are air- 
conditioned, and selective cooling is op- 
tional with the individual tenant. ‘ 





Window Smasher Gets $600 Worth 
of Jewelry from Minneapolis Store 


MINNEAPOLIS, MINN., July 17—The R. 
G. Winter Co., Inc., in the heart of the 
loop at Nicollet Ave. and 9th St., was 
robbed at daylight today by a thief who 
smashed a display window, taking rings, 
emblems and other jewelry valued at be- 
tween $500 and $600. 

The window smasher apparently 
watched the movements of the policeman 
on the beat and smashed the glass when 
the officer was several blocks away. The 
same jewelry store was robbed twice in 
similar fashion in the past two years, 
jewelry worth nearly $700 being taken. 

The robbery was discovered by Patrol- 
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man Jess Holcombe, who covers an area 
between Sth and 10th Sts. from Nicollet 
to Fourth Ave. S. A check indicated 
that at 4 a.m. he had pulled a police call 
box at Nicollet Ave. and 8th St. and at 
5 a.m. at Marquette Ave. and 6th St. The 
robbery occurred between these hours. 

Windows were reported broken in 
several filling stations. Gunsquad cars 
were ordered to keep close watch on the 
stations in their district. 





Aquitania Employee Arrested on 
Watch Smuggling Charge 


Customs agents arrested Max Enrblick, 
supervisor of the culinary department of 
the Aquitania, when the liner docked at 
West 13th St. on July 9, and 
charged him with smuggling into this 
country watch movements valued at be- 
tween $15,000 and $20,000. A govern- 
ment official said that they found 694 
movements on Erblick’s person, concealed 
in a silk belt, and that 1336 additional 
movements were revealed by a search of 
his quarters on the ship. 

On Wednesday, two more men were ar- 
rested and charged with conspiracy in 
smuggling. It is alleged that statements 
made by Erblick led to their arrest. They 
are Aaron M. Bernstein, formerly of Bern- 
stein & Chatelaine, at one time in the 
watch business at 49 Maiden Lane, New 
York, and Louis Landau of the Bronx. 

Moses Landau, father of Louis Landau, 
arrived in New York on the Brittanic on 
Sunday, July 21, and was met by a U. S. 
Marshal with a warrant for his arrést 
charging him with being a co-conspirator. 

Erblick, Bernstein and Louis Landau 
were arraigned before U. S. Commis- 
sioner Garret W. Cotter on July 10 and 
were held for the Federal grand jury. 
Erblick failed to raise the $4,000 bail and 
was taken to the Federal House of De- 
tention. Louis Landau and Bernstein 
were released in $1,000 bail each. Moses 
Landau was held in $4,000 bail by Com- 
missioner Cotter. 


United Horological Association of 
America to Meet in Cincinnati 
in 1936 


CINCINNATI, OnI0, July 22.— The 
United Horological Association of Amer- 
ica, Inc., has announced that it will hold 
its 1936 national convention in this city 
on April 27, 28 and 29. 

Committees have been appointed. Frank 
Foegler is the general chairman. 





Joseph O. Fogarty 


Newport, R. I., July 8—Joseph O. 
Fogarty, for more than 30 yearfs previous 
to his retirement a few years ago, as- 
sociated with the jewelry concern of 
Howard & Co. of New York City and 
this city, died at his home on Fall River 
Ave., Seekonk, Mass., yesterday morn- 
ing, after several years’ illness. 

He was born in Canandaigua, N. Y., 
June 24, 1854, and is survived by his 
widow and one daughter. He made his 
home in New York during the winter but 
summers he was connected with the firm’s 
store in Newport. 
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We have the most 
varied selection of 
precious and semi- 
precious stones for 
you to choose from. 
Cultured pearls, Star- 
Sapphires and Zircons 
are much in vogue 
now. See our stock 
before placing your 
orders. Prompt de- 
liveries. Special at- 
tention to orders 
(large or small) and 
values that are worth 
looking into. 


Wire, write or call 


nw 
S. NATHAN & CO. 


INCORPORATED 


71 Nassau St. 
NEW YORK N.Y. 


or a>mv omacarca 








Gruen Watch Co. Holds Mid-Sum- 
mer Sales Convention 


CINCINNATI, OHI0, July 17.—A banquet 
held on Tuesday, July 16, closed the three- 
day mid-summer sales convention held by 
the Gruen Watch Co., Time Hill, at the 
Netherland-Plaza Hotel, for its sales rep- 
resentatives throughout the country. 

The sessions, which were attended by 
more than 60 men, were presided over by 
Harold Haerr, vice-president and general 
sales manager of the company. Benjamin 
S. Katz, newly elected president of the 
company, welcomed the organization at 
the opening dinner on Sunday, July 14. 
Mr. Katz struck the keynote concerning 
the amazing progress which the company 
is now making. Other executives of the 
concern who played a large part in the 
proceedings were: Fred Gruen, chairman 
of the board; George Gruen, treasurer, 
and Louis de Garmo, advertising repre- 
sentative for the company. 

Details of the large advertising and 
merchandising program for the next year 
were put before the sales representatives, 
who enthusiastically voiced their approval 
of the complete merchandising plan. 


Outline of Program for N.A.C.}. 
Convention at Chicago 
Sept. 9 to 12 


CHicaco, July 22.—The program for the 
ninth annual convention of the National 
Association of Credit Jewelers, to be held 
at the Hotel Sherman Sept. 9 to 12, in- 
cludes many interesting features and it is 
expected that the convention this year will 
rank as one of the best ever held by the 
association. 

On Monday, Sept. 9, the morning will 
be devoted to registration and inspection 
of exhibits and the convention will be 
called to order at 2:15 p.m. President 
William Gibson will give an address of 
welcome and the other speaker will be 
Elmer Wheeler, Chief of Staff of Tested 
Selling Institute, Cleveland, Ohio. 

On Tuesday Homor J. Buckley, Buck- 
ley-Dement Co., Chicago, will speak on 
“Jewelry Advertising by Direct Mail,” 
and in the afternoon William M. Mc- 
Namee, advertising director of the Chi- 
cago. Evening American, will discuss 
“Jewelry Advertising in the Daily News- 
paper.” 

The Wednesday morning speaker will 
be Everit B. Terhune, president of the 
JEWELERS’ CiRCULAR-KeEysTONE. He will 
talk on “The Jewelry Business of the Fu- 
ture from a Publisher’s Viewpoint.” 

A window-trimming demonstration will 
be given at this session by Mr. Holmes 
of Square Deal Miller, Detroit. 

In the afternoon E. St. Elmo Lewis, 
counsellor in merchandising and con- 
sumers’ relations, will be the speaker. 

On Thursday morning a round table 
session will be held and R. E. Huesgen, 
St. Louis, will speak on the subject of 
diamonds. 

Thursday afternoon will be devoted to 
the annual business meeting for members 
only. In the evening the annual banquet 
will be held. 
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~NEW YORK: 


Jewelry News of the Metropolitan District 


D. Wolkoff, silverware wholesaler, has 
moved from 27 Eldridge St. to 157 Canal 
St. 

The retail jewelry store of J. Stein & 
Son, 2989 Third Ave., has been purchased 
by Harry Abrams. 

J. M. Soloway, watch wholesaler, has 
announced his removal from 49 Maiden 
Lane to new quarters in Room 709, 21-23 
Maiden Lane. 

A course in the art of jewelry making 
is now in progress at Teachers College, 
Columbia University, and will continue 
until Aug. 16. 

Leon Brozen of the B. B. Crystal Co. 
has returned home after a three months’ 
vacation in Europe. He was accompa- 
nied by Mrs. Brozen. 


Milton L. Ernst, for many years a 
manufacturing jeweler in New York, is 
now associated with Brod & Co., 30 
Beecher St., Newark, N. J. 


George N. Wallace of Jules Racine 
& Co., 20 W. 47th St., sailed July 16 on 
the Europa to visit his firm’s factory at 
Chaux-de-Fonds, Switzerland. 


Max Duraffourg, 10 West 33rd St., is 
sailing, July 31, on the Normandie to 
visit European stone markets. He will 
return home early in September. 


The Hadley Co. has enlarged and com- 
pletely renovated its New York offices at 
20 West 47th St. Their offices now pre- 
sent a very attractive appearance. 


Irving A. Meyer, having been gradu- 
ated from New York University, is now 
associated with his brother, Milton, in 
liquidating the Estate of Henry Meyer, 
527 Fifth Ave. 


John Hartzberg returned home, July 
28, on the Normandie after a three 
_months’ sojourn in Europe, where he 
visited the diamond markets in Amster- 
dam and Antwerp. 


The 19 jewelry stores, comprising the 
members of the Staten Island Retail 
Jewelers Association, early last month 
voted to close at noon each Wednesday 
during July and August. 

Walter N. Kahn of L. & M. Kahn, dia- 
mond importers, 608 Fifth Ave., sailed for 
Paris on June 28. He will visit the gem 
markets of Amsterdam and Antwerp and 
will return about the middle of August. 

I. Oberman, who operates the Inwood 
Jewelers store, 156 Nagle Ave., has 
opened another shop at 1194 Madison 
Ave., trading as the Madison Jewelers. 
This store was formerly occupied by 
George W. Rainess, jeweler. 

Milton Belgard, of Belgard & Frank, 
Inc., 31 W. 47th St., importers of precious, 
semi-precious, synthetic and imitation 
stones, sailed July 12 on the Veendam to 
visit the stone markets of Europe. He 
will return about the middle of Septem- 


ber. 
Announcement has been madé by Fisk 
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& Fisk, Inc., importers and manufactur- 
ers dealing in pottery, crystal and art- 
wares, 225 Fifth Ave., that Bob Skinner, 
728 S. Flower St., Los Angeles, has been 
appointed as its Pacific Coast represen- 
tative. 


Edward Peiper of Edward Peiper & 
Co., diamond importers, 580 Fifth Ave., 
sailed Tuesday, July 16, on the Staten- 
dam for a trip to the European stone 
markets of Amsterdam and Antwerp. He 
will return about the middle of Sep- 
tember. 


The business of William Wise & Son, 
Inc., established in Brooklyn for a cen- 
tury, has taken a lease on the Calisher 
Building, 288 Livingston St., and will 
open its doors at that address on or 
about Aug. 1. The Wise concern was 
for many years located at 440 Fulton St. 


The Walker Watch Co., 48 W. 48th 
St., Suite 1208-09, is remodeling his of- 
fices and adding additional space, because 
of increases in its business. Walter 
Kocher, president of the concern, sailed, 
June 29, on the Conti Di Savoia for a 
visit to the factory in Selzach, Switzer- 
land. 


Announcement has been made by the 
New York Jewelers Benevolent Associa- 
tion that due to the absence of M. Pru- 
zansky, chairman of sick and distress for 
Brooklyn and Queens, Hyman Dubrowin, 
co-chairman, will be responsible for ad- 


ministering to all such cases during the 


summer months. 


Stephen Varni, head of the gem import- 
ing and cutting firm of Stephen Varni 
Co., 15 Maiden Lane, has the sympathy 
of his many friends throughout the indus- 
try due to the death of his son, Stephen 
Varni, Jr., who passed away, June 29. 
Young Mr. Varni was but 24 years old. 
The funeral services were held from his 
late residence, 525 85th St., Brooklyn, on 
July 2 and at St. Philip’s Church in 
Brooklyn. 


A general meeting of the Jewelers 
Vigilance Committee was held on the 
morning of June 27 at the rooms of the 
Jewelers 24 Karat Club, 608 Fifth Ave. 
When Chairman Niemeyer called the 
meeting to order at 11 a. m., there was a 
very large attendance of the 30 directors 
who listened with interest to the reports 
he made as to some of the work that 
had been done in behalf of the commit- 
tee and also on some information as to 
further complaints that had been made 
and proposals of future work that must be 
considered. The question of raising 
funds for a continuance of these investi- 
gations and prosecutions was considered 
in detail. 

The Gruen Watch Co. and the Gruen 
Watch Makers’ Guild moved their New 
York offices into an air-conditioned suite 
in the International Building, Rockefeller 

(Turn to page 102) 
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WE will convert your old movements 
into stylish watches! Repair them, 
put them in new cases and dials at 
the lowest possible prices. Any kind 
of a watch case supplied. 
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155 Canal Street New York 
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Center, on Monday, July 22. The Gruen 
Watch Co. thus becomes the first company 
of the watch industry to be located in this 
new 40-story structure. A. Sheldon Jaffe 
negotiated the lease. Fred Gruen, chair- 
man of the board, and Benjamin S. Katz, 
president of the Gruen Watch Makers’ 
Guild, sailed on the Ile de France on Sat- 
urday, July 20. Mr. Gruen and Mr. Katz 
will visit the Guild plants of the Gruen 
Watch Co. at Biel and Geneva, Switzer- 
land. 

Max Leshaw, salesman for A. A. Gold- 
fiuss & Co., wholesale jewelers, 15 
Maiden Lane, was robbed by two bandits 
on Monday, July 22, at about 9.20 a.m., 
of sample cases containing merchandise 
worth $1,500. Leshaw was driving east 
on Fulton St., Brooklyn, when a sedan 
car came alongside, forcing him to pull 
over to. the curb and stop. Two men 
jumped from the sedan and poked guns 
through the window of Leshaw’s car. 
One of them grabbed the two sample 
cases lying on the seat and then the pair 
jumped back into their machine and sped 
down the street. The salesman’s shouts 
attracted a policeman, but by the time 
he arrived the bandits had disappeared. 

The new show rooms of Du Jay, Inc., 
manufacturers of novelty jewelry, on the 
15th floor of 37 W. 47th St., have just 
been opened to the trade, after complete 
redecoration. The offices and show rooms 
are done in American Walnut panelling, 
and the large show room looks out on a 
roof garden. The officers of the firm, J. 
Hirsch and J. H. Leff, were formerly in 
business as Hirsch & Leff, and had be- 
come established as makers of fine plati- 
num diamond jewelry. For the past two 
years they have been applying this manu- 
facturing technique to the making of 
sterling and white metal novelty jewelry, 
in clips, bracelets, brooches and rings, 
set with reproductions made in various 
synthetic materials, simulating all types 
of precious stones. 

Gabriel P. E. Bard, sales manager of 
Patek Philippe & Co., watch manufac- 
turers, Geneva, Switzerland, who arrived 
here recently on a combined pleasure and 
business trip, is most optimistically im- 
pressed by conditions in this country. Af- 
ter visits to several of the larger centers 
he reports a_ substantial improvement 
among leading jewelers over conditions 
which prevailed when he last toured the 
country, in 1933. Increases in business, 
he said, bear out the recent predictions 
that people everywhere are tired of cheap 
merchandise and that quality and value 
are now uppermost in the mind of the 
consuming public. The pick-up, accord- 
ing to the Swiss executive, was first felt 
in June of last year, and business in 1935, 
in some lines, is doubling 1934 figures, he 
said. The styling of the Patek watches 
by Paris designers is a new departure of 
this long-established conservative firm re- 
ported by Mr. Bard. 

The ranks of Governor Ruby ee s 
“Kentucky Colonels” were swelled re- 
cently by the addition of two members 
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New York Notes 
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of the New York jewelry trade. David 
Weisburger, partner of Edward Peiper 
& Co., diamond importers, 580 Fifth 
Ave., has his certificate of “Aide-de- 
Camp” to the Governor framed and dis- 
played in his office. Modesty causes him 
to maintain a discreet silence as to why 
he merited this signal southern recogni- 
tion. Harry D. Henshel of the Bulova 
Watch Co. also is a Colonel, and he took 
Sanford Cohen, the Bulova attorney, 
along, to make sure the papers were 
drawn up correctly. Mr. Cohen, by the 
way, got a commission, too. The dignity 
of high command rested heavily on Mr. 
Henshel’s shoulders until his young son, 
Harry, who is 16, a graduate of Staun- 
ton Military Academy and a Sergeant in 
the R.O.T.C., remarked dryly that in real 
military circles the lowest cadet ranks 
higher than a Kentucky Colonel! To 
which Mr. Henshel responded, “Well, 
anyhow, I’m still your father, so be 
careful.” 


The two-thirds of a century old con- 
cern of Stern Bros. & Co., diamond im- 
porters and cutters, is among those who 
are marking what is perhaps the ,begin- 
ning of another migration of the trade, 
still further “uptown.” On August 15 this 
company will move from its present ad- 
dress, 2 W. 46th St., to capacious quarters 
on the 14th floor of the new International 
Building, Rockefeller Center, 630 Fifth 
Ave., between 50th and 51st Sts. Estab- 
lished in 1868, the development of this 
well known firm is closely associated 
with the growth of the jewelry manufac- 
turing, diamond importing and cutting 
branches of the trade in this country. 
In the early days the Stern concern in- 
cluded all these functions in its business, 
but the expansion of the various branches 
of the industry led to the need for greater 
specialization many years ago causing 
the principals of the firm to devote their 
whole attention to the importing and 
cutting business. In New York the firm 
was first located on Nassau St., and after 
occupying quarters in several of the down- 
town buildings on John St. and Maiden 
Lane, came uptown in 1924 to 2 W. 46th 
St. It is from this location that the 
organization will move to the Interna- 
tional Building this month. The diamond 
cutting plant at 68 Hunters Point Ave., 
L. I., will remain at its present site. 


Lew Rosenfeld, of B. Goldsmid Co.. 
watchcases, 49 Maiden Lane, on July 15 
reported the capture of a man charged 
with picking the manufacturer’s pocket 
of a package of gold watchcases. As 
described by Mr. Rosenfeld, he was rid- 
ing to the seventh floor of 87 Nassau St. 
shortly after noon, when he missed the 
package from his pocket. Ordering the 
operator to stop the car, he proceeded to 
search the man standing next to him. 
He found his package, he said, between 
the wall of the elevator and this man, 
who was leaning against it. The car 
returned to the street level and Mr. 
Rosenfeld took the alleged thief to the 
street where he was arrested by William 








O’Connor of the Old Slip Station. 
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PROVIDENCE: 


Happenings in the New England Territory 


Arthur G. Guay has opened a retail 
store at 137 Mathewson St. 

Arthur O. Ostby has been elected a 
director of the Citizens’ Savings Bank, 
this city. 

The Ulite Mfg. Co. has removed its 
plant and offices from 59 Page St. to 
the Waite-Thresher building, 46 Chest- 
nut St. 

The Rhode Island Mfg. Co., 185 Eddy 
St., has removed to larger quarters in 
the Waite-Thresher building, 10 Abbott 
Park Place entrance. 

Walter Moon of the sales force of 
Walter E. Hayward Co., Attleboro, took 
a two weeks’ vacation trip by boat to 
Miami, Fla., and thence to Galveston, 
Texas. 

The Weybosset Jewelry Co., whose 
lease expired June 30 at the corner of 
Weybosset and Mathewson Sts., has been 
granted an extension of its lease for one 
month in order to complete disposal of 
stock. 

James F. Murphy, department head at 
the R. F. Simmons Co. factory in Attle- 
boro, and FERA administrator in that 
city, died recently after a long illness. 
He is survived by his widow and three 
children. 

D. M. Watkins Co., Providence, has 
announced the election of the following 
officers: President, Frederick M. Wat- 
kins; treasurer and general manager, 
Mrs. Velena B. Watkins, and secretary, 
M. S. Watkins. 

Allan A. Gordon, head of the Paye 
& Baker Mfg. Co., has been re-elected 
chairman of the North Attleboro finance 
committee and M. Joseph Brohen of the 
Standard Chain Co. has been chosen 
again to act as secretary. 

The annual outing of the L. G. Bal- 
four Co. of Attleboro was held on Satur- 
day, July 13, at Crescent Park on the 
shores of Narragansett Bay. Shore din- 
ner, sports, bathing and dancing fur- 
nished the program of the occasion. 

A certificate of incorporation has been 
filed at the Secretary of State’s office by 
the A. H. Garst Co., Inc., of Providence, 
jewelry manufacturers. The capital stock 
is given as 100 shares of common stock 
of no par value. The incorporators are: 
Arthur H. Garst, M. E. Olmstead and 
Barnard B. Abedon. 

The Evans Case Co. has commenced 
the erection of a two-story addition to 
its plant in East St., North Attleboro, 
which will be 75 feet long and will ac- 
commodate 200 additional employes. 
With the new addition the firm will have 
one of the largest manufacturing jewelry 
plants in the country. 

Secretary of State Frederick W. Cook, 
of Massachusetts, has granted a charter 
of incorporation to P & H Inc. of Attle- 
boro, manufacturing jewelers, with an 
authorized capital of $50,000. The in- 
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corporators are: Raymond K. Parmenter 
and Michael F. Hanlon of Attleboro and 
John H. Parmenter of Natick, Mass. 


Frederick A. Whittaker, for 25 years 
foreman of the tool room of the Mara- 
thon Jewelry Co. factory in Attleboro, 
died at the Sturdy Memorial Hospital, 
June 29, from injuries suffered when he 
was shifting a belt in the factory the 
previous day. He was 60 years old 
and is survived by his widow and one 
daughter. 

Arthur J. Levy, of Cranston, Charles 
C. Remington, of Providence, and Frank 
F. Pinkos, of Warwick, have incorpor- 
ated the Rhode Island Jewelry Co., to 
conduct a manufacturing jewelry busi- 
ness in this city, under the laws of 
Rhode Island, with an authorized capital 
consisting of 100 shares of common 
stock of no par value. 

The annual outing and clambake of 
the employees of the B. A. Ballou Co., 
Inc., was held July 18 at Mashapaugh 
Lodge, Warwick Ave., Warwick. There 
were more than 125 employees and guests, 
the factory closing at noon to permit its 
workers to attend the affair. A luncheon, 
games, sports and a clambake furnished 
the afternoon’s program. 


Payroll distributions of the manufac- 
turing jewelry and silverware industries 
during the month of June totaled $739,- 
832 in Rhode Island, according to the 
statistics of the Brown Bureau of Busi- 
ness Research. While this is a decrease 
of 5 per cent as compared with the pre- 
ceding month of May, it is an increase of 
6.8 per cent over the corresponding month 
in 1934. 


UNREDEEMED 


ELGIN and 
WALTHAM 


WATCHES 


Open Face 
7 Jewel, 16 Size 


$4.00 


(With new White 
Fancy Engraved 
case. ) 


Same in 15-Jewel 
$5.00 





Same in 17-Jewel 
$6.00 





Same in 12 size, 7-Jewel ....... $4.00 
with a_ beautiful ee Bee 5.00 
Fancy Silver Dial 17-JOWE oc cccee 6.00 


Also fine unredeemed Railroad 
Watches similarly priced 


25% with order, balance C. O. D. 
Cash Buyer of Unredeemed Pledges 


PAUL ROSENBERG 


5 South Wabash Avenue, Chicago 
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We Are Authorized 
Distributors for 
TELECHRON & REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL PRODUCTS 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


We fill orders for these items in the 
Rotation as Received 








—_—— College of Horology 


SCHOOL FOR WATCHMAKERS 
JEWELERS AND ENGRAVERS 

















THIMBLES—TIE CLIPS 
IDENTIFICATION WRISTLETS 





Simons Bros. Company 


269 So. Oth St. Philadelphia 





DIAMONDS 
WEDDING RINGS 


Manufacturers of the Best in Wedding 
Rings for Nearly a Century 


ALFRED HUMBERT & SON 
117 So. 10th St. Philadelphia 








WATCHMAKER - JEWELER - ENGRAVER 
JOHN C. BAIR 


Established 1913 


119 East Chestnut St. 
LANCASTER, PA. 


ALL WORK IS GUARANTEBD 














_ MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. ° 
117 So. 10TH St. PHape_PHia 








BOWMAN 
Technical School 


Courses for Success for 
Watchmakers 
2 Engravers, Jewelers 
Write for free beok “Your Future and Our Scheel.’ 


JOHN 3. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 

















Manulacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 





BYARD F. BROGAN 
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PHILADELPHIA 


Albert Price, formerly of 107 S. 11th 
St., has moved into new quarters at 710 
Sansom St. 

William E. Mummler of Byard F. 
Brogan, 805 Sansom St., is now on an ex- 
tended trip through the South. 

R. A. Herick, formerly with the Ber- 
wick Stores, Berwick, Pa., recently pur- 
chased the business of O. H. Watts, Mil- 
lersburg, Pa. 

The Expert Watch Repairing Co., 
Camden, N. J., has been incorporated by 
Aaron M. Mandel with a capitalization 
of $125,000. 

D. W. Douglass of Fumer & Gibbons 
left July 14 on a six weeks’ trip through 
the South. Mr. Douglass is also repre- 
senting Simon Bros. Co., Philadelphia. 

Dorn’s has opened a new store at 537 
Cooper St., Camden, N. J. The business 
was formerly located in the Walt Whit- 
man Hotel building. The business has 
been conducted for 39 years in Camden 
and is now being conducted by L. C. 
Dorn, son of the founder. For 30 years 
the business was at 834 Market St. 

The old McIntire, Magee & Brown 
Building, 723 Sansom St., is being com- 
pletely remodeled and will hereafter be 
known as the Hellas Building. The first 
floor of the building will be occupied by 
the Pennsylvania Diamond Exchange, 
and the four upper floors will be divided 
into offices and shops to accommodate 
jewelers. 

Marcus Polak, for the past ‘34 years in 
the employ of M. Sickles & Son, passed 
away from a stroke while on his vacation 
in Atlantic City, June 30. Mr. Polak, 
who had been in ill health for several 
months, was one of the best known 
jewelry salesmen in the East. He cov- 
ered Virginia, North Carolina, South 
Carolina, eastern Pennsylvania, lower 
New Jersey and the Eastern Shore. The 
funeral took place on July 2 from the 
funeral parlors of Morris Rosenberg, 2009 
N. Broad St., and interment was made 
in Mickve Israel Cemetery, 12th and 
Federal St. Mr. Polak was a bachelor 
and is survived by his father. 

In commemoration of the first anni- 
versary of the death of Frank Kind, late 
president of S. Kind & Sons, jewelers, 
1110 Chestnut St., the employes held a 
memorial meeting on Tuesday, July 2. 
Louis Bloch, senior employe, presented 
to the firm on behalf of the employes 
a memorial placque, which is a perma- 
nent reproduction of the original letter 
of sympathy which the employes had pre- 
pared shortly after the death of Mr. 
Kind. The tablet, large of size, has a 
reproduction of the likeness of Mr. Kind 
and in addition to the wording contains 
100 facsimile signatures of the staff. In 
acception of the tablet, appreciation was 
expressed by Oscar Kind, Philip Kind 
and Oscar Kind, Jr. 





J. T. Hossley, for the past five years 
connected with the Waltham Watch Co. 
in various capacities, is now in charge 
of the watch department of D. C. Per- 
cival Co., Boston. 
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Advance in Price of Rough Diamonds 
Announced by Diamond Corporation 


Lonpon, July 11.—In view of the rise 
of 7% per cent in the prices of rough dia- 
monds announced by the Diamond Cor- 
poration as coming into force with their 
next shipment of stones, the opinion 
among diamond men here is that pol- 
ished goods—especially in smalls and 
mélée sizes—must be increased in the near 
future. 

The volume of business in diamonds 
now passing shows a substantial improve- 
ment over that of the past few years. 
Prices remain very firm. The larger 
goods in sizes from one carat up to three 
carats are in demand. Stocks of high 
colors in well-made goods are now very 
small. With the absence of any new 
elements of a disturbing nature the pros- 
pects for the ensuing half-year in dia- 
monds are now considered to be decidedly 
promising. 

Business transactions are not perhaps 
as large as the diamond brokers might 
hope for at the height of the metropolitan 
season, but they show a very pleasing ad- 
vance on the business volume of preced- 
ing seasons. 





woop 
WATCH CASES 
EDWIN A. NEUGASS 


MANUFACTURER 
212 E. 40th St. New York 











C Ones te. 


MANUFACT URING JEWELERS 


SPECIAL ORDER. WORK—REPAIRING 
711 SANSOM ST. PHILADELPHIA 








CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON #iitabeceaia 


Z IRNKILTON 














OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SW EEPS— 
GOLD FILLED SCRAP 


sewelers’ Shipments from ali parts of the 
U. 8. prove our checks satisfy 


Your lot is accurately vaiued, reported 
same day as received and held intact 
awalting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 
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WOLFSON & GRAU 
Manufacturing Jewelers 
Our Specialty 
Diamonn Sette ano Srecia. Orver Worx 
Waren ano Jeweray Repairing 


Eneravine ano Carvine of Aut Kinos 
A.so Stamping of Leatner Goons 


416 CLARK BUILDING 


1918 PITTSBURGH, PA. 1935 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successors to Heeren Bros., Company 


140 8TH ST., PITTSBURGH, PA. 











JEWELERS’ SUPPLIES 


DISTRIBUTORS 
of 


Elgin, Waltham, Hamilton, Illinois, How- 
ard, Bulova, & Gruen Genuine Materials. 


V. T. F. Watch Crystals B. B. & K. K. 
Brands—Fancy Crystals. 


Fancy & Round Unbreakable P. B. U. 
Crystaloids. 

MARTIN GLUCK & SONS 
718 Penn Ave. _— Pittsburgh, Pa. 











TOILETWARE 


MORE BEAUTIFUL—LARGER LINES 

WITH PRICES THAT ARE RIGHT. 

WAIT FOR OUR REPRESENTATIVE 
IT WILL PAY YOU 


WEBSTER STERLING 
DUPONT PYRALIN 
LA PIERRE 


(MADE BY INTERNATIONAL) 


AND A FULL LINE OF POPULAR 
PRICED ENAMELED SETS THAT WILL 
MERIT YOUR ATTENTION. 


WILL BE READY AUGUST Ist 
THE 


SAMUEL WEINHAUS 
COMPANY 
720-722 PENN AVE., PITTSBURGH, PA. 














PITTSBURGH: 


I. Eiseman, of I. Eiseman & Son, 
Clark building, is spending a vacation 
in Florida. 


Carl Levine of Biggard & Co., Clark 
building, has returned from a vacation 
spent in Atlantic City. 


Sol Cerf, Clark Building, is registered 
at the St. Charles Hotel, Atlantic City, 
where he is enjoying a vacation. 


Layton Thompson of H. B. Light & 
Co., Clark building, is vacationing at 
Niagara Falls and Toronto, Ont. 


Davis Weiss, of Grafner Bros., Lib- 
erty St., has returned from a successful 
trip through the tri-state territory. 


Herbert Haase, 404 Clark building, 
has been calling upon the trade in the 
tri-state district recently with a line of 
diamonds and mountings. 


Gus Colvin, for a number of years 
local representative of the Waltham 
Watch Co., Hardy & Hayes building, has 
been transferred to the Chicago office. 


Harry Landaw, of Landaw Bros., 
Penn Ave., has returned from an ex- 
tensive business trip through Ohio and 
Michigan and reports fairly good busi- 
ness. 


Jerome Meyer, Jerome Meyer Co., 
Meadville, Pa., was in Pittsburgh pur- 
chasing stocks recently. General busi- 
ness is quite active in Meadville at the 
present time. 


Formal opening of the Klivans Jewelry 
Store, a new credit-jewelry house at Oil 
City, Pa., was held June 29. Appropri- 
ate souvenirs were given to customers on 
the opening day. 


S. H. De Roy & Co., 408 Smithfield St., 
are putting in an air-conditioning sys- 
tem throughout the entire store. This 
credit - jewelry house also operates 
branches in McKeesport and Johnstown. 


Francis A. Keating, president of the 
Grogan Co., Sixth Ave. and Wood S&t., 
reports an excellent bride business—in 
fact there were more prominent Pitts- 
burgh weddings this season than at any 
time since the depression. 


Dr. Max Schmidt, for many years a 
jeweler-optician at Duquesne, Pa., has 
quit the jewelry business and is devoting 
his entire time to the practice of op- 
tometry. He has completely equipped 
himself for the optical business. 


John M. Roberts, III, and Mrs. Rob- 
erts, have returned from a vacation at 
California, Maryland on the Chesapeake 
Bay. To prove that the fishing was good, 
Mr. Roberts presented your correspond- 
ent with a photograph as evidence. 


John C. Grau, retail jeweler at 1802 
Carson St., is opening a second store on 
E. Ohio St., in the North Side district 
of the city. A new glass store front is 


(Continued on page 107) 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








MAKE A WINDOW DISPLAY 
OF POPULAR PRICED GOODS 


GIFT LINES 
@ Toilet Sets 
@ Tray Sets 
@ Chinaware 


JEWELRY 


@ Rhinestone and 
Costume Bracelets 
@ Earrings and Clips 
LADIES LEATHER AND 


NOVELTY HANDBAGS 
TRAVELING SETS 


I 


M. BONN COMPANY 


713 PENN AVE. PITTSBURGH, PA. 











BEAUTYCRAFT 
JEWELRY 


NEW AND DIFFERENT 


LA PIERRE 


INTERNATIONAL 


DRESSER SETS 


SETH THOMAS 
CLOCKS 


DIAMONDS 


AND DIAMOND JEWELRY 


BIGGARD & CO. 


INCORPORATED 
CLARK BLDG. PITTSBURGH, PA. 
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Pittsburgh Notes 
(From page 106) 


being installed and formal opening will 
take place about the middle of August. 


Fred Gluck, president of Martin 
Gluck & Son, Penn Ave., reports an ex- 
ceptionally good mail order business at 
this time. Incoming orders on Monday, 
July 8, were the largest in the history of 
the company and Mr. Gluck is optimistic 
as to the future. 


Harry H. Silverman, of the Samuel 
Weinhaus Co., Penn Ave., and Mrs. Sil- 
yerman, attended the annual wholesale 
jewelers convention in Chicago early in 


July. Louis Corbin, secretary and sales : 


manager of the company, is enjoying a 
well-earned vacation. 


Announcement is made of the engage- 
ment of Esther Ruth Mervis, daughter 
of Mrs. Eva Mervis and the late Samuel 
Mervis of Homestead, to Bert Biggard, 
vice-president of Biggard & Co., whole- 
sale jewelers of the Clark building. The 
wedding will occur in August. 


Herman Cerf, president, and Walter 
M. Bonn, treasurer of the M. Bonn Co., 
Penn Ave., have returned from New 
York where they purchased holiday sup- 
plies. E. J. Bell, salesman for the com- 
pany, has recuperated from a _ recent 
operation in the Allegheny General hos- 
pital. 


Samuel Gluck, for 25 years associated 
with Martin Gluck & Son, Penn Ave., 
has opened very attractive quarters in 
Room 317, Clark building, where he will 
specialize in diamonds, waiches and the 
purchase of bankrupt stocks. Mr. Gluck 
has also been licensed to buy and sell 
old gold. 


Louis Silberman, advertising manager 
for the Henry Wilkins Co., Liberty St. 
credit jewelers, was in New York re- 
cently on business. Gus Bastheim, presi- 
dent of the company, who underwent an 
emergency operation for appendicitis 
early in June in a New York hospital, 
has returned to Pittsburgh, fully re- 
covered from his illness. 


The theft of four watches from a dis- 
play window in Teper’s jewelry store, 
Clairton, July 7, was quickly cleared up 
by Clairton police with the arrest of a 
fifteen-year old colored boy who, accord- 
ing to police, admitted forcing the win- 
dow. The lad, it is alleged, had two of 
the watches in a hedge, which police 
report that they recovered. The other 
watches, the police say, were sold. 


Mrs. Albertine Thier Kraus, 62, wife 
of John Graus and mother of Herman C. 
Kraus, of the House of Kraus, manufac- 
turing jewelers of this city, died June 
23 at her home, 433 S. Aiken Ave. In 
addition to her husband and - >, Her- 
man, she is survived by on caughter 
and two other sons, a sister aud Henry 
J. Thier, a brother, formerly identified 
‘ith the jewelry business in this city. 


The Grim Reaper removed two well- 
known veterans of the glass industry in 
June when William C. Smith, 75, part 
owner and general manager of the L. 
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E. Smith Glass Co., Mt. Pleasant, Pa., 
and James Henry Ambrose, 68, general 
factory manager of the H. C. Fry Glass 
Co., Rochester, Pa., passed on. Mr. Smith 
was one of the original employees of the 
McKee Glass Co. at Jeannette, Pa. All 
three companies serve the jewelry in- 
dustry. 


Miss Norma Marks, attractive 17-year 
old daughter of Louis J. Marks, retail 
jeweler of Fifth Ave., routed a burglar 
from their home on the night of June 
25 when she was awakened by a hand 
on her cheek. Despite his command to 
“shut up,” Miss Marks screamed and 
the intruder fled through the open win- 
dow of the first floor bedroom of the 
Marks home, 746 Negley Ave., leaving 
Miss Marks’ jewelry, which lay on her 
dressing table, untouched. It was the 
second time within a week that an in- 
truder had climbed into the Marks home 
through a window. 


In order to meet the oft-repeated 
criticism that the Pittsburgh Chamber of 
Commerce exists only for the “big fel- 
lows,” that organization has formed a 
Chamber of Commerce Retail Merchants 
Association. Paul S. Hardy, president of 
the Hardy & Hayes Co., will represent 
the Pittsburgh retail jewelers on the 
board and each group of merchants such 
as druggists, shoe dealers, etc., will have 
a one-man representative. The purpose 
of the new organization is to consider 
the enactment of city ordinances, methods 
of unjust selling and other matters of 
special interest to retail merchants. Mr. 
Hardy will report to the Jewelers’ Tri- 
State Association, of which John M. 
Roberts, III, of John M. Roberts & Son 
Co., is the president. 


A study group for recently enrolled and 
prospective students of the A.G.S. and 
G.I.A. has been arranged by the Ameri- 
can Gem Society, to begin monthly meet- 
ings in September. The meetings will be 
conducted by a member of the Geological 
Department of the University of Pitts- 
burgh, probably in the mineralogical 
laboratory of that university. Jewelers 
and others in West Virginia, Eastern 
Ohio and Western Pennsylvania may 
form this study group. It will be under 
the direction of the A.G.S. Regional 
Guild in that area, and applications for 
enrollment may be sent to D. R. Cochran, 
secretary of that guild, at 1314 Market 
St., Wheeling, W. Va. Detailed infor- 
mation is obtainable from national head- 
quarters of the society, 555 S. Alexandria, 
Los Angeles, Calif. 


The Town Criers of Cincinnati spent 
mostly a quiet month during July getting 
trunks ready and preparing for a big 
fall drive. They were all present for 
the big “pep” meeting called by Presi- 
dent Charles Payne and which was held 
in the Rathskeller of the Gibson Hotel 
on July 19. Even Eddy Jacocks, who 
had spent a month’s vacation on his 
estate in Florida, arrived in time for 
this meeting. Most all the salesmen will 
be on the road by Aug. 10. 
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PITTSBURGH 


Seeks Your Patronage 








WATCH MATERIALS 


JEWELRY SUPPLIES 
* 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


$28 Penn Ave. Pittsburgh, Pa. 








DOERNBERGER & MUCK 


406 Pittsburgh Life Bidg. 
PITTSBURGH, PA. 
Manufacturing © Repairing 
ENGRAVING @ DIAMOND SETTING 
(Successors to H. L. Ehrhard Co.) 








Established 1901 











- 
SRE Hy: y—) 
GOLD and SILVER 


Scrap and Wastes 
PURCHASED 


Highest cash rates, by assay 
or over the counter. Get 
cash for your scrap promptly. 
This is the only complete 
gold refinery operated in this 
section of the country. 


GOLD, SILVER, PLATINUM, alleys 
and KARAT GOLDS, etc., furnished. 


ON-BENSHOFF 












COMPANY 


Clark Building Pittsburgh, Pe. 











C. PROESSLER & SON CO. 


1221-27 PENNSYLVANIA AVE. 
N.S. PITTSBURGH, PA. 


* : 
SHOW CASES 
STORE FIXTURES 
+ 


MANUFACTURERS OF A 
COMPLETE LINE OF 


JEWELRY STORE 
FIXTURES 


‘A Pittsburgh Institution 
Phone: CEDAR 1716 
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CENTRAL WATCH CO. 

WATCH REPAIRING FOR THE TRADE 

Best Workmanship at Lowest Prices 
Prompt Service 

5 South Wabash Ave. CHICAGO, ILL. 














@? CHROMIUM 












EE [SLIEMA 











SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Il. 








Wuen You THink Or 


FINDINGS 


THINK OF 


FULLER 








ORDER FROM YOUR JOBBER 


Sucompaabl 
ith Cis Tang) 








@UR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN Co. 


28 E. Madison St. CHICAGO, ILL. 





















Ss ENT *OSte. 
&  B-gaerthaun ic “Po 
RN S, 
REPAIRING Up, 


Ws.F ScuumMeré Son, Inc. 
DIAMOND CUTTERS 
44 Wiceins Brock, Cincinnatt,.On10 














Complete Line of 
GENUINE BOHEMIAN 


GARNET JEWELRY 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 

















VALANCES 


An inexpensive way 
to prove 


___DISPLAY 
WINDOWS 


Send Glass Sizes for 
Samples and Designs. 


and Company 
160 N: Wells St. 
CHICAGO 











CHICAGO: 








Jewelry News Flashes from the Great Central West 


S. J. Kuhn, of the Lincoln Watch & 
Jewelry Co., Louisville, Ky., spent sev- 
eral days in Chicago on business re- 
cently. 


John Gerve, president of the Frohman- 
Gerve Co., Cincinnati, visited with 
friends in Chicago recently as he re- 
turned home from a vacation and fishing 
trip in Canada. 


Gus Colvin, who has represented the 
Waltham Watch Co. in the Pittsburgh 
district, is now associated with their 
Chicago office and his host of friends 
here are glad to welcome him back to 
the territory. 


W. D. McGrath, of Wm. D. McGrath 
& Son, spent the early part of July on an 
automobile trip with his family through 
Missouri and Kansas, spending much of 
the time at Kinsley, Kans., the former 
home of Mrs. McGrath. 


Frederick M. Gottlieb and family 
sailed on the Staatendam for Europe on 
July 15 and will return to Chicago early 
in September. Mr. Gottlieb will visit 
the diamond markets of Belgium and 
Holland preparatory for Fall business. 


Emil Noel, wholesaler with head- 
quarters in the Heyworth building left 
Chicago the middle of July for an auto- 
mobile trip to California by way of Yel- 
lowstone Park. He is accompanied by 
Mrs. Noel and expects to be gone several 
weeks. 


Jesse Soloman, formerly associated 
with the Sam Small Jewelry Co. in 
Nashville, was in Chicago recently on a 
buying trip preparatory to opening the 
Jay Jewelry Co. at 138 Broad St., Kings- 
port, Tenn., which he expected to do 
about Aug. 1. 


Mr. and Mrs. Clarence Sekera are 
now at home, 6817 W. 21st St., Berwyn, 
after an extended wedding trip through 
Indiana and the middle west. Mrs. 
Sekera was Miss Helen Klosa, well 
known in the trade through her con- 
nection with the jewelry department of 
the Davis Store. 


Allen Pinero, well-known manufac- 
turers’ representative, left Chicago by 
automobile early in July accompanied by 
his family for an extended trip through 
the west. They expect to spend consid- 
erable time with his father in Cali- 
fornia during the seven weeks they are 
absent from home. 


Rudolph Loonstein, secretary and dia- 
mond buyer of the well-known Chicago 
house of Loftis Jewelry Company, sailed 
June 28, enroute to Amsterdam for a 
two months’ visit. While in Holland, Mr. 
Loonstein will buy for future require- 
ments for the Loftis-chain of eight stores 
in Chicago and other leading cities and 
will also take advantage of the big 
World Exposition in Brussels to look 
over the Diamond Exhibit. 
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Interest in the Chicago Jewelers Soft 
Ball League continues to grow and larger 
crowds are gathering each Wednesday 

(Continued on page 109) 








QUAST & OLSEN 


Manufacturers of Wedding Rings 
and Mountings 

Bend your jewelry repairing, diamond set- 

ting, special order work to us. First clase 

workmanship, prompt service guaranteed. 


5 Seuth Wabash Ave., Chicago, Ill, 














Over $600,000.00 
dends has been paid to jewelers 


in divi- 


carrying our policies. 
Present saving on fire policies 
is 33 1/3°%%. Write us for details, 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


NEENAH, WISCONSIN 











SANDSTEEL 
QUALITY MAINSPRINGS 


For American and Swiss Watches 
$2.50 per dozen; $27.00 per gross 


INSPECTOR QUALITY MAINSPRINGS 
For High Grade American Watches Only 
$3.00 per dozen; $32.40 per gross 
Crosscurved construction gives them more 
power and lasting Elastic Resilience 
Patented 8,15,33 No. 1922921. Made in U.S.A. by 
WATCH-MOTOR MAINSPRING CO., Inc. 
145 Hudson St. New York, N. Y. 
Demand them of your Jobber 











GET A START! 


Nation's Finest Watchmakers 
Will Help You! 


@ Nationally famous watch college, estab- 
lished 1921, has limited number of openings 
for young men over 17 years of age. Spon- 
sored by Elgin National Watch Company. 
Regular shop training. Modest tuition 
charge. An unusual opportunity. Hundreds 
of successful Elgin graduates now own their 
own businesses, or command high pay 
working for others. Write today. Address 
Dept. Ad. 


ELGIN WATCH COLLEGE 
E. L. Schmidt, Registrar Elgin, Illinois 














A. E. Phone: Central 5400 


KRAUSE 
& CO. 


RELIABLE WATCH REPAIRING 
37 South Wabash Ave. CHICAGO 
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Chicago Notes 


(From page 108) 


evening to see the games. As the weather 
has caused the postponement of several 
games, double headers will be the order 
during August. Twenty games were 
scheduled and including July 17 the 
standing of the teams with games won 
and lost was as follows: International 
Silver Co., 7-2; Stein & Ellbogen Co., 
6-2; Benj. Allen & Co., 5-5; American 
Optical Co., 4-5; A. C. Becken & Co., 
4-5; Goldsmith Bros. S. & R. Co., 1-8. 








HM poxes & 


OF 


BEAUTY 


BY 


NOBLE 





No. 3150 NB (or CB) 


SMART COMBINATIONS OF SUPER- 
TEX OR VELVET COVERINGS 
WITH NOBLE METAL (Gold Color) 
or CHROME BASES. 


F. H. NOBLE & CO. 


535-559 W. 59th ST. CHICAGO 
Sales Offices 
NEW YORK - CHICAGO - ATTLEBORO 








BUY THRU YOUR JOBBER 











CS < DIALS REFINISHED | 


High Quality Lew Prices Quick Service 
Every Dial Guaranteed for One Year 
KIRK-RICH DIAL CORPORATION 
formerly Pacific Radium Application Co., Ltd. 





330 Allen Bidg. 508 Heyworth Bidg. 
Dallas, Tex. Chicago, 111. 
823 ag Bidg. 524 Amy ag ite. 
Seattle, Wash. 














Where to Buy 


DOMESTIC 
China and Glass 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES . 
Made in America 
Trenton, N. J. 


So 


LENOX 
LENOX, INC. 
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Plans are being completed by the Amer- 
ican Gem Society for the organization of 
a study group of its new and advanced 
students and for students of the Gemologi- 
cal Institute under the direction of the 
Chicago chapter of the A.G.S. The 
group will meet for discussion, review 
and gemological practice under the lead- 
ership of Dr. A. J. Walcott of the Field 
Museum. The first of these meetings to 
be Keld upon a regular date each month 
will occur in September. The group will 
be open to students in Chicago, Northern 
Illinois, Indiana and Southern Wisconsin. 
Prospective students in this area may 
enroll and take advantage of all group 
meetings by enrolling before Sept. 10, and 
may receive full information by writing 
the American Gem Society, 555 S. Alexan- 
dria, Los Angeles. 


The Jewelers Club of Chicago has 
about completed its organization and will 
be ready to occupy its quarters in the 
Pittsfield building about August 15. This 
organization will fill a long felt need 
in the trade here. Nearly 2000 square 
feet have been reserved in the Pittsfield 
building for club purposes and adjoining 
the Pittsfield Tavern which will serve 
meals in the club rooms. The present 
membership is limited to 100 and the list 
is complete. Facilities will be provided 
for lounging, ping pong, billiards, cards, 
etc. The place is ideally located for its 
purpose, handsomely furnished, and will 
provide a place where members of the 
trade can meet socially and entertain 
friends in the trade at all times. 


Marks Bros. Jewelers, Ine., have or- 
ganized a subsidiary company under the 
name of Marks-Horwitz, Inc., for the pur- 
pose of entering the women’s wearing 
apparel business. The Illinois corpora- 
tion lists Hugo Marks as president, Al 
Marks as treasurer and Morris Horwitz 
as secretary. The company has com- 
pleted negotiations for a 10-year lease on 
the entire four-story and basement build- 
ing at 214-216 So. State St. at undisclosed 
consideration. Plans are now being 
drawn for the complete remodeling of the 
building. The Marks Bros. Jewelers, Inc., 
now occupy the first floor at 146 N. State 
St. 





George A. Barnard 


George A. Barnard, for 37 years with 
the well known New York firm of 
Alpheus L. Brown, watch wholesaler, 15 
Maiden Lane, died July 17 at his home 
in Westfield, N. J., after an illness of 
two months. He was 54 years old and 
his health had been failing for about a 
year. ° 

The deceased had a large circle of 
friends and business acquaintances, and 
his passing is deeply regretted by all who 
came to know him during the many years 
of his association in the watch trade. 

He was born in Brooklyn, and started 
with Mr. Brown as a boy of 17 years. 
He was a member of the Echo Lake 
Country Club for several years, and 
throughout his life was an enthusiastic 
golfer. 

Surviving are his widow, Mary E. 
Barnard, and two children Alden and 
Betty, of Westfield. 
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Where to Buy 
IMPORTED 
China and Glass 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WED@WOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The ori 1 production 




















WM. S. PITCAIRN CORPORATION 
104 Fifth A New York, N. Y. 
FINE CHINA 


Famous the World Over 
Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave..New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers. 105-107 Fifth Ave., New York. 











ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 
EDWARD BOO ew Yo 


23rd 
NEW YORK, N. y. 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


einri d Wi terling, Inc. 
49 we py " on ork, N. Y. 


FINEST CRYSTAL 
STEMWARE 


From Sweden and Finland 


AT POPULAR PRICES 


Stock and Invuport 
104 FIFTH AVE. 


J. H. VENON, og NEW YORK 








THEODORE HAVILAND 


re FRENCH CHINA 
OOTHS, LTD. 


JOHN  MADDOCIH & SONS 
English Earthenware 
“GENUINE Ore 
All in New York Stock 








THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 








ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders filled immediately from 
New York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 








WHAT WE PAY 


(not conversation) 


that encourages jewelers to con- 
tinue the practice of sending 
their accumulations of 














OLD GOLD 
FILINGS 
“BENCH SWEEPS 
FLOOR SWEEPS 
POLISHINGS, ETC. 


direct to 


H re) uM A Ss 
b) a A of oH 
PRECIOUS METALS 


SePrIN FERS ©) 6 6MANUEAC TIRE bo 
E WASHINGTON ST. CHICAGO, 





































BUYERS 
of 
GOLD 
SILVER 
PLATINUM 


Scrap 








T.B.HAGSTOZ:SON 


CARTHUR T. HAGSTOZ) 


709 Sansom Street 


PHILADELPHIA 





—or any material in which these metals 
are contained. An honest return will be 
made for your shipments as promptly 
as accurate determinations permit. 


REFINERS 














37 YEARS OF REFINING SERVICE 






































Refining Pre- 
cious Metals is more 
than a business—it is 
a Profession. How well 
we serve, is shown by the 
loyalty of our clients and the 
number of years in business. 


EASTERN points with pride to 
the many Old-Time Jewelers who have 
been sending their Gold Scrap and Re- 
finings to us for many years exclusively. 



















Remember when you are ready to ship, 
“Ship it to Eastern,” you are assured 
of an accurate estimate of value and 
expert assay with returns sent im- 
mediately. 























as 


SMELTING & REFINING 
CORP 


Refiners of Precious Metal Since 1896 
107-109 West Brookline Street 
Boston, Massachusetts 
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S the newly elected president of the Horological In- 

stitute of America, I wish to extend greetings to the 
members of the Institute and other horological associa- 
tions throughout the country. 

It is indeed an honor to be president of this organiza- 
tion and I assure you that I will make every effort to 
fulfill the expectations we all have for this national body. 
I do not think you wish me to make a lot of promises. 
/ It would be more to the point, I believe, to review the 
present conditions in the horological field, outline the 
policies of the Institute as I think they should be and 
present definite plans that we can all support. 

It is quite generally agreed that in times of stress and 
danger, men band themselves together for mutual sup- 
port and protection. This has been true during the pres- 
ent depression, as up to 1930 the H.I.A. was the only 
active national organization we had. Since then, at least 
75 horological associations and societies have been started. 
Of course, these being formed so rapidly, it has been 
thought that the H.I.A. has not accomplished as much as 
it should. However, I will make no defense nor even 
extenuation on this point, but will simply put a fair ques- 
tion to fair-minded men and ask them to give themselves 
a fair answer. 

The question is, “Did any other horological organiza- 
tion in existence between 1920 and 1930, and there were 
quite a few, accomplish any more than the H.I.A. during 
that time?” 

I do not take exception to this criticism, as any organ- 
ization that cannot be criticized soon ceases to exist. 
Perfection afd infallibility are unknown in individuals 
and organizations, but in fairness to the Institute’ and to 
the watchmaker it should be known that these limitations 
have been due to finances and not to the lack of enthu- 
siasm or sincerity of purpose. Credit should be given to 
the men who organized this body, carried it along, kept 
the faith and brought down to the horological profession 
at this milestone in its history an ‘organization that is 
financially sound and has the respect of leading scientists 
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A Message From the President of the HLA. 


and scientific bodies in this country as well as other parts 


of the world. 
Realizing the changing conditions in the horological 


Harrison F. 
Babcock, 
President 
of the 
Horological 
Institute 
of America 





field, it was thought the time had come to expand and 
develop the Institute to greater usefulness and make it 
available to every watchmaker and jeweler. In order to 
accomplish this, it was decided that watchmakers should 
have a greater part in the government of the organization. 
Therefore, it was not for personal reasons that I was 
elected president of the Horological Institute of America, 
but rather because I am a certified watchmaker and am 
carried on the rolls as such. 

The principal objectives of the H.I.A. are to establish 
a standard of proficiency through the certification of 
watchmakers, to collect and disseminate scientific and 
practical knowledge as it relates to horology and to en- 
courage research and development. These should and will 
remain our objectives, and this Institute will not in any 











‘SILICOSIS IS INCURABLE— e 
(LUNG DISEASE) A MORTAL ENEMY’*Q 


—says High Insurance Authority. 


Don’t wait a minute longer than is necessary when 
the question of your health is involved. 


A little dust is sneaking into your lungs daily—whether 
you do the polishing personally or not, is not the point— 
if you are in the room or near the room where polishing 
is done, then you get this dust into your lungs. PRE- 
VENT IT WITH 





LEIMAN BROS. PATENTED 
POLISHING 
DUST COLLECTOR 


W WITH ELECTRIC 
N E SOS me HEAD 
MODEL WITH MANY NEW IMPROVEMENTS 
These outfits are just what boards of health, labor de- 
partments and others charged with responsibility for the 
health of workers have always advocated—To the pro- 
prietor they cost little, less than what you spend daily 
for car fare, or a cigar, or any other trifle. 
They make a neat and clean workroom possible and they 
sav? precious metallic particles in the dust that may be 
refined, paying for the machine over and over again each 
year. 


LEIMAN BROS., INC. 


138 Christie St., Newark, N. J. 
LEIMAN BROS. New York Corporation, 23 Walker St. 
MAKERS OF GOOD MACHINERY FOR 45 YEARS 
































YOUR NEW YORK 
Headquarters 


OLD 
JEWELRY 


Accurately refined 

or estimated. Prompt 

returns by Check or 
Money Order. 


You pay no premium to enjoy 
the full comfort and luxury of 
the famous Hotel Lexington. 
That’s why men and women 
of the jewelry industry select 
this hotel as their headquarters. 

Pleasant, airy rooms. Both tub 
and shower baths. Circulating 
ice water. Full length mirror. 
Bedside and dresser lamps. Radio. Unexcelled service and 
courtesy, four popular-priced restaurants, famous orchestras 
* play nighily in the Silver Grill and the handiest location in 


New York...Only 3 blocks from Grand Central Station. 
% Pp Y Single rooms as low as $3 a day, double rooms $4 and up. 
Smelting and Refining Co. HOTEL LEXINGTON 
MINNEAPOLIS, MINN. 48TH STREET AT LEXINGTON AVENUE +- NEW YORE 
Charles E. Rochester, Manager 














We will supply a Gold” stickers, to attach to your Directed by National Hotel Management Co., Inc. - Ralph 
Se a ny Se Oeenee Hitz, President. Hotels Book-Cadillac, Detroit: Netherland 
Plaza, Cincinnati: Adolphus, Dallas: Van Cleve, Dayton 
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way become a commercial or political organization, as it 
believes any problems of a political nature or of business 
relations are local and should be adjusted in their own 
locality. 

The aim of the Institute in regard to certification of 
watchmakers is to have a recognized standard of pro- 
ficiency uniform throughout the country instead of each 
locality having one of its own, and to so educate the 
public that a watchmaker granted this certificate will be 
recognized as an outstanding craftsman in his community. 

To enable the Institute to have a closer contact with 
the watchmaker and jeweler, the country will be divided 
into six areas, each area to be under the direction of a 
regional vice-president selected from that area with at 
least eight assistants. —These members are to act as super- 
yisors for the examinations for certification that are held 
in their district, to assist in the technical instruction of 
the watchmaker, to educate the public to the value of 
expert workmanship, also to encourage membership in the 
H.1.A. and to assist in every way to gain the objectives 
of the Institute. In so far as possible, members of these 
area committees will be certified watchmakers and mem- 
bers of the local societies. 

These regional vice-presidents will be elected annually 
as officers of the Institute and become members of the 
Advisory Council. In order to create these new officers 
and increase the number of the Advisory Council, it will 
be necessary to amend the constitution, which will be 
done at the next annual meeting in May, 1936. Until 
that can be accomplished, area chairmen will be appointed. 

The areas will consist of the following States: 


Ist—Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island, Connecticut, New York, 
New Jersey, Pennsylvania, Delaware. 

2nd—Virginia, West Virginia, Maryland, Dis- 
trict of Columbia, Ohio, Indiana, Illinois, Kentucky, 
Michigan and Wisconsin. 

3rd—North Carolina, South Carolina, Florida, 
Georgia, Alabama, Mississippi and Tennessee. 

4th—Iowa, Nebraska, North Dakota, South Da- 
kota, Minnesota, Montana, Wyoming. 

5th—Kansas, Missouri, Arkansas, Colorado, Lou- 
isiana, Oklahoma, Texas, New Mexico. 

6th—Washington, Oregon, California, 
Nevada, Utah and Arizona. 


Geographical representation will be maintained on the 
certification and educational committees as far as possible, 
but, of course, qualifications will have to be given serious 
consideration. For purposes of economy, the examining 
board will have to be within reasonable distance of 
Washington. 

The various members of these committees are now 
being considered, but this will take time, as it is desired 
to have men who are interested and willing to devote part 
of their time to the Institute. When this organization is 
completed, the H.I.A., through its contact with scientific 
bodies, will be able to collect information of value to the 
watchmaker, arrange it in the certification and educa- 
tional committees and distribute it through the area rep- 
resentatives. In this way the services of the H.I.A. will 
be as accessible to the man in the most remote part of the 
country as those in the metropolitan district. 

This cannot be accomplished over night, but even more 


Idaho, 
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important than the length of time is the active support of 
the watchmaker and jeweler, and I am sure the Horo- 
logical Institute of America will have that support. 


Officials of the Horological Institute of America 
Hold Special Meeting in New York 


Members of the Executive Committee of the Horo- 
logical Institute of America came together in New York 
on July 14 for a special meeting called by Harrison F. 
Babcock, president of the Institute. —The Committee were 
guests of Jacques LeRoy, of New York, at his home, 227 
E. 57th St., for the morning sessions and for luncheon. 
Deliberations were continued in the afternoon at the 
Larchmont Shore Club and concluded by a dinner, at 
which Edward F. Hufnagel, past president, was host. 

Besides Mr. Babcock, Mr. LeRoy, and Mr. Hufnagel, 
the following members were present: Secretary Paul 
Moore, Corresponding Secretary R. E. Gould, of Wash- 
ington; T. Edgar Willson, New York; H. L. Beehler 
and John J. Bowman, of Lancaster; Albert Spletter and 
G. C. Pauls, of Washington, and William Donnelly, of 
Baltimore. 

The first business discussed was the resignation of Wil- 
liam Ramsay as Chairman of the Certification Committee 
and Examining Board. This was accepted with regret, 
and it was decided to present Mr. Ramsay with a Ma- 
sonic watch as a token of appreciation of his services in 
this office. Mr. LeRoy was elected to succeed him. 

John Bowman was appointed Chairman of the Educa- 
tional Committee. He will prepare outline talks dealing 
with the science of horology and watch repair, for de- 
livery to the public. He will also assemble technical 
information for watchmakers. President Babcock also ap- 
pointed a committee to plan enlargement of the Institute’s 
library. 

The Journal of the H.I.A., it was decided, will in the 
future be issued semi-annually—during the month follow- 
ing the annual meeting, and after the midwinter sessions. 
The secretary, R. E. Gould, was instructed to send the 
next issue to all members of the Institute and to all certi- 
fied watchmakers. There will be circular news letters 
sent at intervals to members to supplement the regular 
issues of the H.I.A. Journal. 

Of particular importance was the plan for national 
expansion of the activities of the H.I.A. presented by 
President Babcock at this meeting. It includes the zoning 
of the United States into six large districts and is com- 
pletely set forth in “The Message of the President,” 

It was decided to propose an amendment to the con- 
stitution to add, in addition to the first vice-president, six 
regional vice-presidents to take charge of the work of the 
Institute in the various sections of the country. 


EXAMINING Boarp Hotps MEETING 


The date for the regular bi-monthly meeting of the 
Examining Board being July 15, the members of this 
body and the Executive Committee met for a joint lunch- 
eon meeting on Monday at Mr. LeRoy’s apartment. 
Visitors at this meeting included J. L. Roehrich, of Car- 
tier, Inc.; Ferdinand Haschka, of Tiffany & Co., and 
Benjamin Mellenhoff, of Marcus & Co., all of, New 
York. 
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HOROLOGICAL QUESTIONNAIRE 


By 
LESTER B. PRATT 
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(Continued from the May issue) 


OW shall we proceed to harden and temper the 
cutters? 


Answer—Each of the large cutters should be heated 
to a full, cherry red, then plunged edgewise into cotton- 
seed oil; the small cutter should be plunged into the oil 
lengthwise. We will not draw the temper on such small 
cutters when they are hardened in oil. 


OW shall we finish the cutters for use in our mill- 
ing job? 


Answer—A slight amount of scale will form on the 
cutters when hardening; we may quickly remove this 
scale and also any slight burrs, by scratch brushing with 
a fine steel scratch brush. Then the large cutters should 
be lapped smooth on each side and we are ready for mill- 
ing our new wheels and pinions. | 


OW shall we proceed to make the crown wheel blank 
and mill the proper number of teeth in same? 


Answer—The main diameter of the crown wheel is 
0.367, while the diameter of the ridge that meshes with 
the bevel pinion is 0.307 with a hole 0.170 in the center 
of the cap. The thickness over all is 0.034, 0.020 for 
the face and 0.014 for the ridge. We may place a piece 
of Stub’s steel rod, 0.375 in diameter in the lathe; face 
off one end and cut a disk of the approximate thickness, 
allowing ample stock for finishing to size. We must be 
quite sure that the steel is soft so we will not injure our 
cutters when we mill the teeth. We may anneal the steel 
by heating to a cherry red; then we sift sawdust on same, 
and the instant that sparking ceases we quench in water. 
This method leaves the steel very soft. Next, we shall 
lap one side of the blank flat and smooth. We shall re- 
quire some method for holding the blank securely while 
turning to size and milling the teeth, We may use a 
cement brass about 0.375 in diameter and just long enough 
to provide ample clearance for our cutter. With the 
cement brass firmly secured in the lathe, we may face off 
the end, then we soft solder the wheel blank to the cement 
brass. We may use a sharp “V” tool in the slide rest and 
turn the blank to the required diameter p. 367; and also 
the required thickness of face, 0.020. We may measure 
the thickness of the ridge, 0.014, if we dress a piece of 
metal to this thickness and compare it with the ridge, 
0.014. Likewise, the hole may be bored to the proper 
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diameter if we use a plug gage for comparison. The hole 
and the thickness of the blank need only be approximate, 
as the final fitting must be done after the milling, harden- 
ing and tempering are completed. 

Assuming that the blank has been turned to size, then 
we may proceed to mill the teeth. We note that the 
face of the crown wheel contains 0.38 teeth, and the ridge 
contains 34 teeth. With our index plate and latch in 
position, we may set up our wheel cutting attachment with 
the proper cutter. The point of our special cutter must 
be set radial with the center of the crown wheel blank. 
Then we may proceed to take a light cut clean through 


the blank. We may cut two teeth with this light cut and 


then observe the depth of the cut. We may readily de- 
termine when we have obtained the proper depth for a 
full tooth, then we may mill out the entire circle of teeth. 
It is a good idea to run over the teeth a second time for 
a very light finishing cut in order to obtain a perfect tooth. 

To cut the teeth in the ridge, we set the index on the 
circle to cut 0.34 teeth and proceed as above described. In 
some winding mechanisms, the teeth on the ridge of the 
crown wheel are not cut radial with the center; they may 
be tangent with a circle of pre-determined size. We may 
approximate this circle by holding a straight edge against 
the face of a tooth on the ridge and noting the diameter 
of the tangent circle. Then we may set our cutter spindle 
to the proper height above center and proceed to mill the 
teeth in the ridge. 

The circumferential speed of a pinion cutter should be 
about 260 feet per minute. Assuming that our cutter is 
0.6 of an inch in diameter, it should run at about 1700 
r.p.m. 

With the tooth cutting completed on our crown wheel, 
we may remove the wheel from the cement brass and 
lap it flat and smooth, being very careful to remove all 
traces of soft solder. Then we may lay the wheel aside 
until we finish the other wheels. 


OW shall we proceed to make the bevel winding 
pinion? 

Answer—The main diameter of the pinion is 0.147 
while the diameter of the ridge is 0.102. The total thick- 
ness is 0.040, allowing 0.025 for the faxe and 0.015 for 
the ridge, while the hole to take the stem is 0.060 in 
diameter. 

We may cut this pinion from a piece of steel rod 
slightly larger than the diameter of the finished pinion. 
Our first step will be to drill the hole for the stem, making 
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it slightly undersize to allow for fitting. Then we may 
turn the blank to the required dimensions and cut it off 
from the rod. 

In order to hold this blank while milling the teeth, 
we may turn a boss on the end of a cement brass, so it 
will fit, with no side shake, into the stem hole of our 
blank pinion. Then we may soft solder the blank on to 
the cement brass. The bevel pinion contains 16 teeth 
that mesh with the crown wheel, and eight ratchet teeth 
that mesh with the winding and setting clutch. With 
the index plate set for 16 spaces, we may set up the mill- 
ing cutter, so that the point of the cutter is radial with 
the center of the blank pinion. Then we may proceed 
to mill out the tooth spaces in the same manner as we 
did with the crown wheel. 

Our next step will be to mill out the ratchet teeth, and 
in this case we shall use our small 30 deg. cutter, mounted 
in a wire chuck. The end of this small cutter must be 
set so it will cut the teeth radial with the center. “Safety 
first” is a good maxim in this case, so we always use a 
stop on the slide rest to limit the travel of the slide. With 
this small cutter, we may cut a full tooth if we travel to 
the center of the blank. Then if we adjust our stop to 
that point we may cut all of the teeth quickly, with no 
risk of cutting into the opposite side of the blank. 

In order to obtain the proper circumferential speed for 
such a small cutter we must run our cutter spindle at 7800 
r.p.m. or as near that speed as we are able to obtain with 
our outfit. In steel wheel milling of any kind, it is best 
to have plenty of oil on the work and cutter, in order to 
carry away the chips and also to keep the cutter from 
overheating and possibly drawing the temper. A good 
cutter may be very quickly damaged if it is heated enough 
to draw the temper while we are milling a tooth. 

In large milling machines, such work is kept “flooded” 
with oil; while we may not handle our small work in the 
same manner, we may at least apply oil as required to 
answer our purpose. 

Assuming that the teeth have been properly milled, then 
we may remove the pinion from the cement brass, lap off 
the soft solder and lay it aside until we complete winding 
the winding and setting clutch. 

(To be continued ) 





Large Clock for Rand Airport in South Africa 


Montreal, CaANn., July 12—Rand Airport in South 
Africa will shortly possess one of the largest clocks in the 
world, and the largest in Africa, which is being erected 
by the manufacturer, a Leicester, England, firm. 

A feature of the clock, which has a dial 30 feet in diam- 
eter, is that it is so arranged that its concrete face is 
level with the ground and can be seen by aviators from 
a height of thousands of feet, and easily read, as sim- 
plified symbols take the place of numerals. It will be 
illuminated nightly. The clock is watertight and un- 
corrodable. The works, contained in a subterranean 
chamber, are operated by electricity. 





Ned Cohen, president of the Ned Cohen Jewel Box 
on South Elm St., Greensboro, N. C., has announced 
that his firm has purchased the entire stock and lease 
of Ecker’s jewelry store in Winston-Salem and has 
already begun operating the new establishment, which is 


the fifth firm in this state headed by Mr. Cohen. 
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Importation of Jonker Diamond May Make 
America Gem Conscious 
(From page 57) 


corner of the land. Leading radio commentators, like 
Lowell Thomas, spoke of the gem in superlatives over 
nationwide hook-ups. Every motion picture theatre in 
the country showed newsreel talkies of the “unveiling”’ of 
the Jonker at the Museum of Natural History. The 
photographic agencies posed the stone as though it were 
visiting royalty. 

What was the sum-total of the impress made by this 
extraordinary enthusiasm upon the mind and imagination 
of the American buying public? It was this: that dia- 
monds are a desirable investment at this time. 

Some newspapers and commentators drew that obvious 
economic moral from the thrilling story of the American- 
ization of the Jonker Diamond in so many words. Others 
conveyed the same idea without expressing it. "Whatever 
they wrote, the moral was implicit in the whole affair. It 
gave every owner of a diamond a new feeling of con- 
fidence and satisfaction. It set millions of others thinking 
and planning the acquisition of precious stones. It armed 
jewelry salesmen and traders with a new sense of self- 
reliance and faith in their wares. 

The very fact that a capable gem dealer known to have 
his finger on the pulse of the world market had dared 
to invest a fortune in one stone, at a time of general; 
economic timidity and currency uncertainties, was the 
most convincing proof of diamond values. 

The immense publicity, moreover, was carefully 
directed to emphasize that significance. The extent of 
bidding, inquiries and interest from all sectors of the 
world was alluded to repeatedly, thus indicating the 
breadth of the market. The million-dollar insurance 
policy—dramatizing powerfully the intrinsic value of 
diamonds—was one of the central facts impressed upon 
the consciousness of the average American. 

The magnificent public reception accorded to the 
Jonker Diamond could not but thrill everyone who has 
the slightest connection with the jewelry trade. 

Trimmed of. all extraneous matter, the core of the 
situation becomes plain. The vast publicity attained by 
the Jonker Diamond has done more than any occurrence 
in many years to restore popular faith in gem values and 
to make the American public more diamond-conscious. 
Whatever it may have done to enhance the value of the 
world’s largest uncut diamond, it did even more to 
enhance diamond values generally. 

It is to be hoped that the trade will not let the budding 
sentiment in favor of diamonds be nipped by the frosts 
of trade apathy and inertia. The writer, who specializes 
in estimating and molding public sentiment, is convinced 
that the diamond trade has a unique opportunity to 
expand its business by intelligently planned and organ- 
ized promotion of fundamental truths in regard to dia- 
monds. 

No industry in the country has a more legitimate rea- 
son or a more magnificent chance to put its wares effec- 
tively and temptingly before the ultimate consumer. The 
raw material at hand is plentiful and need only be 
properly utilized. With inflation fears and monetary 
disturbances everywhere, the role of diamonds as an 
investment must be forcefully presented. 
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Wants 
SANDERS I 





A British Concern— 
Nearly a Century in 


Business — Serving 


the Trade in America 
for 50 Years 


SWEEP 
SMELTERS 


BIRMINGHAM, ENG. 








Send us 3 
OLD GOLD, SILVER, PLATINUM 
Geld Filled Cases, Optical Scrap, Ete. 


and accurate returns Guaranteed 
We are now paying 6%¢ per kt. 


4 Generations of Service 


N. L. SHTEINSHLEIFER smerrex 
78 Bowery, New York City REFINER 

















Melts 118 ounces of platinum in 11 
minutes. It uses city gas with oxy- 
gen and is inexpensive. Ask for 
Folder KC describing it and other 
Hoke torches for lighter work. 


HOKE, Incorporated, 122 Fifth Ave., New York City 


The Hii Prowl New Senior Torch 
a 
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James L. Hand 
America’s Leading Jewelry 


Auctioneer 


87 Nassau Street 
New York, N. Y. 


Phone, COrtlandt 7-8693 
Cable Address, Hand-Sale, New York 


STRICTLY ETHICAL AUCTIONS 
Conducted for Jewelers 


Buccutons Trustees, Receivers, Banks, Trust Compans 
vated, States and Canadian Courts. NO STOCK TO 
pe a OR TOO SMALL. Write for “HAND” book on 

uctions. 


INQUIRIES TREATED CONFIDENTIALLY 














“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill. 








WHEN IN NEW YORK 
Pick the Piccadilly 


AND WAKE UP 
EACH MORNING 
FRESH AS A DAISY! 
Reeson: 24 floors, 706 charmingly 
furnished rooms—high above the 


street— your guarantee of sound, 
undisturbed sleep all night long. 


In the very center of the city's most 
interesting activities. Toxis? un- 
necessary. ... Within 5 minutes’ 
WALK ef “Redie City,” Fifth 
Avenve ond 69 theatres. 
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as 
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| — peereres | 
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WORKSHOP WOITES ¢€ QUIEIRITES 


sean CLOCKS.—Can you give us any infor- 
mation on the motors of electric clocks? Why should 
it be necessary to send these motors to the manufacturers 
when out of order? How are the motors taken apart and 
reassembled, and what lubricant is used in them? (Ques- 


tion No. 4949.) K. 


Answer—We are mailing you a pamphlet: “ELEC- 
TRIC CLOCKS EXPLAINED”; this will inform you 
about the various types of electric clocks and the mechani- 
cal and electrical principles employed in their movements. 

Repair-shop experience with electric clocks has been 
that while the parts outside of the motors need about the 
same type and amount of repairing that spring-driven 
clocks do, the motors themselves in the better grade clocks 
seldom need repairs: In the cheap grades, worn motors 
are decidedly not worth spending time or money on for 
repairs. So there has been, for these two reasons, very 
little incentive for clock repairers to learn the special 
work of repairing motors; and it is simply more economi- 
cal to send the occasional motor repair job to the makers. 

There are so many different makes and types of elec- 
tric clocks, that any specific advice on repairing one of 
them would have to depend upon your sending us a clear 
description of the clock, and of whatever fault you see 
in its action. 

The lubricant used by makers, in the type of clocks in 
which the reduction gearing is sealed in a metal casing 
is a light petroleum motor oil. 





LOCK CLEANING.—In cleaning clocks, we put the 

plates and other brass parts through cyanide solution 
before washing them in gasoline. This cyanide we find 
gives the best results except that often there is a blue or 
purple film on the brass after drying. What is wrong 
with our method? We like to have work leave our shop 
with a new or factory-like appearance. (Question No. 


4950.) J. M. C. 


Answer—The blue film is caused by using gasoline 
after cyanide. The washing in gasoline is to remove the 
thickened oil and dirt only; this should be done before 
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the cyanide bath. The cyanide wash is for the specific 
purpose of removing tarnish. After it, wash the work 
with soap and water applied with a brush. Then rinse the 
parts in water. Next rub the plates dry with clean white 
rags. Brass wheels may be dried as you perhaps do watch 
parts—in alcohol followed with sawdust. If any part was 
so heavily tarnished as not to respond to this treatment, it 
should be gone over with chamois skin charged with rouge. 
The above treatment will make the brass bright and 
sparkling like new work. 


NTIQUE STOP WATCH.—A watch that I have 
here is the most complicated I ever came across. 

It has between 30 and 40 ruby jewels, and gives the regu- 
lar time with hour, minute and second hands. There 
are split second hands in the center and a jump second 
hand at top of dial toward the pendant. Underneath the 
dial it has the striking parts with racks and other com- 
plicated levers and snails. It has two striking rods run- 
ning around the outer edge of movement. It is a very 
fine-built watch, and has a platinum case. Number in 
case 7814; (L anchor L) on every part of case; even 
the bow is stamped with an owl. The name is rubbed 
off the dial. Now, I would like of you to give me all 
the information possible; what the striking is used for, 


and where made. (Question No. 4951.) P. R. S. 


Answer—From such description as is given, we would 
say that this watch is a split-seconds chronograph with 
minute repeater. The repeater feature is operated by 
pushing in the crown or by pulling the slide-piece on the 
outside edge of the case; whenever this is done, the watch 
will strike the hours on the deep-toned gong, then the 
quarter hours are each represented by a pair of tones high 
and low, then the minutes are struck on the higher-toned 
gong. By counting the hours, then the quarters, then 
the minutes as they are sounded, one can tell what time 
it is, whenever the mechanism is operated. The use of 
repeater watches is for telling time in the dark, or for 
the use of blind persons. The term “split seconds” 
means that there are two sweep hands, which may be 














OFFICIAL HEADQUARTERS 


30th Annual Convention 


of the 
American National Retail 
Jewelers Association | 


AUGUST 26, 27, 28, 29 





The ANRJA expects the largest and best 
attended convention in its history. Meet 
the members here. Get new merchan- 
dising and selling ideas. Enjoy the 
cordial atmosphere and comfortable 
surroundings of The Waldorf-Astoria. 
Restaurants afford a wide variety of 
menus and prices... the Norse Grill: 
Club breakfasts, seventy-five cents and 
one dollar; luncheon, one fifty; an ex- 
cellent dinner, two dollars. 


Air-conditioned meeting rooms, lobbies, 
and Grand Ballroom where exhibits are 
located. 


Special Room Rates are extended to 
members. Rooms are equipped with eve- 
ry modern and new-day convenience. 


THE 


WALDORF 
ASTORIA 


PARK AVENUE - 49TH TO SOTH - NEW YORK 









































"TFEATHERLITE'' 
GOLD & SILVER SOLDERING BLOCKS 


Better than charcoal 
Quicker than charcoal 
Does not spark, not consumed by flame 
Does not crack under the torch 
Heats evenly, holds heat longer 
Can be faced off smoothly on sand paper or emery cloth 
Can be used for pegging and flat work and takes impressions. 
Works Quicker Lasts Longer 
Once Used, Always Used 


J. GOEBEL & CO. 


Everything for the Melting Room 


95 Bedford Street New York, N. Y. 








PRISMS: 


THEIR USE and EQUIVALENTS 


A book containing a more extended 
knowledge on this branch of re- 
fraction than is contained in works 
on ophthalmology. Price $2.00. 


The Optical Journal and Review 
239 West 39th Street, New York 





























The Only Aplanatic Eye Loupe 
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Is becoming internationally accepted as the 
standard for diamond loupes. 


Eliminates many chances of error possessed by the 
ordinary jewelers’ loupe. 10 power three lens sys- 
tem corrected for chromic aberration. Adjustable 
in a feather weight, practically unbreakable, eye 
cup. 


G.|.A. REGISTERED DIAMOND LOUPE 





PRICE $12.50 


But recently placed upon the market. Among the better known 
names of purchasers are: 

Alsted-Kasten Co., Birks-Ellis-Ryrie, Henry Birks and Sons, Broer- 
Freeman Co., Louis Esser Company, Grogan Company, The Hardy 
& Hayes Company, Henebry & Son, Hess & Culbertson Jewelry 
Company, Hodgson, Kennard & Co., Juergens & Andersen, Leo- 


pold Kahn, Marcus & Co., Udall & Ballou. 


GEMOLOGICAL INSTITUTE 
OF AMERICA 
3511 West Sixth Street, Los Angeles 


Makers and retailers of all gem- 
testing instruments and materials. 
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started by pressing the crown, and will then travel, indi- 
cating seconds and fifths on the minute circle of the watch 
—these hands may be started together and stopped sepa- 
rately; as for instance in timing a horse race, one hand 
could be stopped when the first horse finishes, and the 
other hand when the second horse finishes; then the 
stopped hands present a record of the time for each horse’s 
run. 

The description of “‘a jump second hand at top of dial” 
is vague; this sounds like the “minute register” feature of 
some chronographs; if it is this, its hand indicates the 
number of minutes elapsed between starting and stopping 
of the split-seconds hands. 





Conditions in European Diamond Market 
(From page 61) 


purchase of Dollar Bonds by the German government, 
paying in Germany prices as high as triple the value in 
foreign exchange of these securities. The one receiving 
such payment is obliged to spend the sum received for 
labor in Germany. This situation caused numerous dia- 
mond cutting plants to be established in that country. 

“There were several issues of these so-called ‘Dollar 
Bonds’ sold by the German government during the years 
after 1922. In 1931, Germany announced her inability 
to pay off these loans, and the Dollar Bonds sank to very 
low levels on the exchanges. The condition which exists 
today is created by the fact that Germany has offered 
to make ‘preferred creditors’ of all those who are willing 
to spend their Dollar Bonds for German labor. In order 
to provide work for her population Germany will liquidate 
these repudiated bonds at much more than the market 
price, paying in marks which must be spent for labor in 
that country. This opportunity to reduce labor costs was 
quickly grasped by some concerns, who sent their goods 
to Germany to be cut. As the practice grew it became 
a serious menace to the small stone cutting industries of 
Belgium and Holland. In 1933, representatives of both 
countries joined in conference to consider their mutual 
protection. A committee was formed, and members of 
the various exchanges were forbidden to send goods to 
Germany. Penalties for violation of this edict included 
expulsion from the diamond exchange and substantial 
fines. These stringent measures were adopted by the com- 
mittee to protect the price of diamonds, which could be 
produced in Germany at a net rate of some 30 per cent be- 
low the Dutch and Belgian prices for the finished article. 
For a time some control was achieved, but the strain of 
this unusual commercial opportunity demonstrated the 
weakness of artificial restriction, and while the committee 
still exists its work has not been particularly effective of 
late. 

“Added to this difficulty has been the growth of the 
‘home industry’ in the suburbs of Antwerp and in outlying 
villages. Unemployment in the Belgian center due to the 
German competition caused many of the cutters to set up 
shop in their homes. Because of depressed prices these 
men have worked, often under miserable conditions, some- 
times mcre than 60 hours a week, receiving what would be 
the equivalent of as little as $5 for this labor. It is esti- 
mated that in addition to the 5000 diamond workers now 
employed in the city of Antwerp, there are several thou- 
sand men engaged in this ‘home industry.’ Attempts to 
organize these workers have not been very effective. 
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“The demoralizing pressure of German industry and 
Belgian home work on the diamond market became so 
acute in the early months of 1934 that leading manufac- 
turers in Amsterdam, carrying out carefully laid plans, 
formed what is today known as the Diamond Combina- 
tion, an organization established to protect the labor and 
capital of the Dutch diamond industry. It is supported 
by the Amsterdamsche Bank, the Federal Government and 
the municipal government of Amsterdam. Through a 
capitalization of $4,000,000 advanced by the bank it was 
agreed that a subsidy of about 30 per cent of the wages 
of the workers be paid by the government, in order that 
production of diamonds might continue in competition 
with German goods and Belgian home work. Some 2000 
Dutch cutters were thus removed from the government 
dole and put back to work through this agreement. The 
subsidy reduced labor costs of the manufacturer and made 
diamond cutting on a profitable basis possible. The 
Combination purchases the rough, allocates it to the 
various cutting plants, and markets the finished product. 
The management of its affairs is in the hands of the firms 
of Asscher and Swaap, and the board of directors includes 
representatives of the Dutch and Amsterdam governments 
and of labor. In America the Combination’s goods are 
distributed by Goudvis Bros. 

“Following this adjustment, business continued without 
unusual difficulty until April of this year, when the Bel- 
gian franc went off the gold standard. This devaluation 
caused a reduction in the international value of wages of 
30 per cent. Immediate pressure was exerted by buyers, 
and while this reduction was but slightly reflected in the 
price per carat of polished goods, it was quite serious for 
the industry as a whole. The narrow margin on which 
the cutting industry works is shown by considering the 
amount of this decrease in terms of thousands of carats. 
It might be said to represent the entire profit, if not the 
very existence, of the diamond industry. 

“This weakness of the market was immediately felt in 
Amsterdam, with the result that still another subsidy to 
wage costs was granted by the government, enabling the 
cutters of small stones to meet Belgian competition. The 
German government took steps to reduce labor costs in 
Germany in proportion to the devaluation of the belga. 

“Today Amsterdam workers, under the leadership of 
Dr. Henri Polak, have submitted to additional cuts in 
wages to aid the industry as a whole, and the subsidy paid 
by the government now amounts to about 40 per cent of 
the total wage cost. The attitude of labor throughout 
these difficult times has been one of understanding and 
cooperation. 

“Tt should be said in spite of the series of misfortunes ex- 
perienced by the diamond cutting industry, there is no 
reason to expect any decline in the current prices of dia- 
monds. Prices today may be said to have reached an ‘irre- 
duceible minimum,’ and cannot go any lower. Wages 
cannot be further reduced as they are now at practically 
bare subsistence levels. 

“The market is extremely sensitive to even the slightest 
demand, and when business picks up, if only very little, 
the extreme retrenchment of the industry, made necessary 
by the harsh competitive conditions which I have described, 
will place our manufacturers in a very healthy condition 
through the higher prices which must ensue. 
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first 25 words. Additional words 5c. a 
word. 
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Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








COMPEHRTENT WATCHMAKER on all 
makes and sizes; quick high grade me- 
chanic; full charge. I. Natanson, 1971 
Mapes Ave., New York. 





COMBINATION MAN, able to handle any 
department in a jewelry store; salary or 
commission basis. Address ‘“‘B., 3162,” 
care Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
ulton Say. 93 Nassau St., Cort. 
7392, New York. 





YOU’LL MAKE MONEY through my ser- 
vices as salesman in your store. Ad- 
dress “C., 3192,” care Jewelers’ Circular- 
Keystone. 





EXPERT, all around watchmaker, man- 
agerial experience, age 29, 11 years of 
experience; can furnish best of refer- 
ences. Address “R., 3219,’’ care Jewel- 
ers’ Circular-Keystone. 








WATCHMAKER, JEWELER, engraver, 
stone setter; sober, reliable; fair sales- 
man; 14 years’ experience; best refer- 
-~— L. A. Kennard, Box 50, Sumter, 





SALESMAN SEEKS POSITION in rec- 
ognized store where thorough knowledge 
of the jewelry business and real selling 
ability are required. Address “K., 
3175,”’ care Jewelers’ Circular-Keystone. 





. 


ALL AROUND credit jewelry salesman, 31 
years of age, having 14 years’ experience 
selling, window trimming, etc., desires 
position. Address “L., 3176,” care 
Jewelers’ Circular-Keystone. 





CAPABLE SALESMAN seeks responsible 
position in better class store; clean cut 
young man of valuable qualifications and 
clean record. Address ‘“J., 3174,” care 
Jewelers’ Circular-Keystone. 





EXPERT WATCHMAKER, 15 years’ ex- 
perience, wants permanent position 
with reliable firm; excellent references. 
Write “S., 3209,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, ENGRAVER, all 
around good mechanic, employed, 
wishes to make change; best reference ; 
Southeast preferred. Chas. A. Page, 
952 Broad St., Augusta, Ga. 





WATCHMAKER, age 24 years, single, 
one year experience, neat and depend- 
able; salary $15 per week. Address 
“S., 3153,” care Jewelers’ Circular-Key- 
stone. 





JEWELRY SALESMAN, retail, 20 years’ 
New York experience, desires position ; 
salary secondary; references. Address 
aa 3156,” care Jewelers’ Circular-Key- 
stone. 





HERE’S YOUR MAN if you require ser- 
vices of a young and thoroughly quali- 
fied retail salesman; salary to start, 
$40. Address “A., 3160,” care Jewelers’ 
Circular-Keystone. 





SALESMAN, having long experience with 
department store buyers, retail jewel- 
ers, Middle West territory, would like 
to connect with a manufacturer. Ad- 
dress “Reliable, 3154,’ care Jewelers’ 
Circular-Keystone. 





BOOKKEEPER-TYPIST, young woman, 
10 years’ varied experience in jewelry 
line, capable of taking full charge, man- 
ufacturing jewelers; excellent refer- 
ences. 850 East 161st St., Apt. 5D, 
Bronx, N. Y. 





WATCHMAKER, JEWELER, engraver 
and stone setter, thoroughly experienced 
in all branches of the repair depart- 
ment, desires position with some good 
store; will go anywhere. S. S. Mullins, 
Carbondale, IIl. 





WANTED, commission contract on large 
watch repair department, by practical 
watchmaker ; long credit store and rail- 
road inspection experience; competent 
+ ee Cole, Box 1204, Huntington, 

. WE 





WATCHMAKER AND ENGRAVER, thor- 
oughly competent, dependable and 
trustworthy, 26 years’ experience; now 
employed; Rocky Mountain States pre- 
ferred. Address ‘“‘C., 3165,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 37, desires position; 17 
years’ experience on all grades of 
watches and clocks; can furnish best of 
references; will go anywhere. Address 
es - 3197,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, 18 years’ experience, 
railroad, baguette, Swiss watches, light 
jewelry, clock repairing; sales ability, 
estimator; permanent; references; 
— age 35. Earl Kirmse, Traer, 
owa. 








BOOKKEEPER, STENOGRAPHER, 19 
years’ experience, thoroughly familiar 
jewelry line, complete charge of office 
and details; excellent references. Tele. 
phone President 4-4661, New York, be. 
tween 6 and 7 evenings. 




























































COMBINATION watchmaker, jeweler, 
engraver, setter, 15 years’ jewelry store, 
watch factory experience; permanent 
position only, anywhere; salary no ob- 
ject. Address “O., 3204,” care Jewelers’ 
Circular-Keystone. 





GOOD ALL AROUND MAN, watch work 
excluded, desires permanent connection 
with good Southern firm; prefer West 
coast of Florida; 15 years’ experience; 
married. Address ‘“H., 3221,” care 
Jewelers’ Circular-Keystone, 





SALESMAN, long experience locally and 
road, wishes reliable manufacturer’s 
line for New York and nearby; worth- 
while background ; best references. Ad- 
dress “‘A., 3189,’’ care Jewelers’ Circu- 
lar-Keystone. 


~ 





SALESMAN, having long experience with 
department store and fine jewelry store 
buyers, wishes to connect with a fine 
white metal manufacturer. Address 
“R., 3132,” care Jewelers’ Circular-Key- 
stone. 





LOAN OFFICE CLERK, capable ap- 
praiser and salesman, excellent window 
man and card writer; thorough knowl- 
edge estimating watch or jewelry re- 
pairs. Address “E., 3141,” care Jewel- 
ers’ Circular-Keystone. 





MAN WITH FULL EXPERIENCE in the 
watch material and jewelers supplies 
desires position in or out of New York; 
reasonable salary; best references. Ad- 
dress “B., 3193,” care Jewelers’ Circu- 
lar-Keystone. 





YOUNG SOUTHERN MAN, good person- 
ality, with four years’ experience as 
window decorator and salesman, wants 
connections with jewelry firms, any- 
where. Address “B., 3133,” care Jewel- 
ers’ Circular-Keystone. 





RETAIL SALESMAN, 18 years’ experi- 
ence; valuable’ man to right party; 
well qualified in every department of 
jewelry store; fine references. Address 
“H., 3202,” care Jewelers’ Circular-Key- 
stone. 








CAPABLE RETAIL SALESMAN, repair 
jeweler, assistant watchmaker, store 
manager, estimator special orders, win- 
dow trimmer, 17 years’ all around ex- 
perience; excellent record; Eastern 
states preferred. Address “T., 3155,’ 
care Jewelers’ Circular-Keystone. 





EXPERIENCED WATCHMAKER, age 
27, nine years’ experience on all grades 
of watches; now managing a repair 
department; best references as to abili- 
ty and character; Bradley student; 
will go anywhere. Claude Tyler, Loyal, 
Wis. 





WATCHMAKER, young man wishes posi- 
tion as assistant watchmaker; six 
years’ experience under expert watch- 
makers; good recommendation; salary 
according to ability; will go anywhere. 
Address “N., 3146,” care Jewelers’ Cir- 
cular-Keystone. 
















AVAILABLE SEPTEMBER 1ST, com- 
bination man, expert watchmaker, dia- 
mond setter, engraver and jewelry re- 
pair man; can manage repair depart- 
ment; go anywhere; 11 years’ experi- 
ence. Address “‘E., 3169,” care Jewelers 
Circular-Keystone. 
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MANAGER, INSTALMENT, 10 years’ ex- 


PACIFI i “ 
perience; Al salesman; original window C COAST sales organization es 


SITUATIONS WANTED—Continued 




















SMAN, ten years’ experience selling 
jewelers, credit jewelers, gift shops, de- 
tment stores, covering Brooklyn, 
ng Island, Eastern Pennsylvania, de- 
sires connection with reliable manufac- 
turer. Address “‘O., 3183,” care Jewel- 
ers’ Circular-Keystone. 





FIRST CLASS WATCHMAKER desires 
permanent position with reliable con- 
cern; can do plain engraving and 
jewelry repairing ; capable of assuming 
complete charge of repair department ; 
excellent references. Address “D., 3125,” 
care Jewelers’ Circular-Keystone. 





FORCEFUL SALESMAN, 31, one who 
ean “deliver the goods,’ seeks connec- 
tion with reputable retail outfit pre- 
pared to start a good man on a weekly 
salary of forty-five dollars. Address 
“—,, 3140,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, Swiss-American, ex- 
pert; specializes in fine, small baguette 
and high grade pocket watches; fast and 
clean worker with excellent references; 
salary $50; wants steady position in 
first class retail store. Address “D., 
3168,” care Jewelers’ Circular-Keystone. 





SALESMAN, long established with best 
trade in whole South and Texas; have 
sold diamond jewelry, watches, mount- 
ings, stone rings, sterling wares, etc. ; 
thoroughly capable; best possible cre- 
dentials. Address “B., 3190,” care 
Jewelers’ Circular-Keystone. 





MANUFACTURING JEWELER and 
setter; experienced making platinum 
jewelry from designing through finish- 
ing; unquestionable character and 
ability ; references; have own tools. Ad- 
dress “‘A., 2969,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN DESIRES CONNECTION; 
wholesale watch experience both in- 
side and on road; very capable; 
married, 30 years old. What have you 
to offer that will be unusually ad- 
vantageous? Address “L., 3233,” care 
Jewelers’ Circular-Keystone. 





EXPERT WATCHMAKER and repair 
man desires position in Rocky Mountain 
States; capable of managing credit busi- 
ness collections and repair department; 
personal tools and bench ; age 33; refer- 
ences upon request; college education. 
Address ‘‘R., 3188,’’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, 15 years’ experience with 
Swiss and American watch houses, 
thoroughly conversant with office rou- 
tine, supervision of watchmakers and 
watch materials, including six years’ 
experience on the road, desires position 
of responsibility. Address “F., 3077,” 
care Jewelers’ Circular-Keystone. 





COMBINATION watchmaker, jeweler, en- 
graver, salesman; capable taking com- 
plete charge small store; prefer position 
that offers chance of promotion or ac- 
quiring interest in business; employed 
at present in South; best references. 
Address “‘F., 3171,’’ care Jewelers’ Circu- 
lar-Keystone. 





JEWELER, thoroughly experienced sam- 
ple maker on platinum and gold rings, 
watch cases, bracelets, clips, desires 
connection with manufacturer; capable 
assuming responsibility and produce re- 
sults; best of reference; Gentile, age 40. 
Ludwig Kirsch, 336 New York Ave., 
Jersey City, N. J 


trimming ideas; checks credits, care of 
collections, advertising sales promoting; 
college education; —, secondary; 
will be willing to make investment in 
right proposition. Address “H., 3173,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN, gentile, married, wants 


position in jewelry store that can ap- 
preciate a reliable watchmaker; one 
who can and will make good watches 
keep close time; will be asset to any 
store; references. Address “B., 
3123,” care Jewelers’ Circular-Key- 
stone. 





MANAGER CREDIT STORE, 18 years’ 


experience as forceful salesman, super- 
vise credits, specialist P. & Ls., write 
advertising, sales promoting, originat- 
ing new ideas, pepping up business and 
trimming effective windows; can pro- 
duce results; salary secondary; fine 
references. Address “A.,. 3203,” care 
Jewelers’ Circular-Keystone. 





HIGHLY SKILLED WATCHMAKER, 


who can also do jewelry repairing, 
diamond setting, and engraving, 
wishes position where he can make a 
home and educate his children; 
complete equipment; successful rec- 
ord; thoroughly responsible; age 
37; salary $50 per week. Address 
“N., 3179,” care Jewelers’ Circular- 
Keystone, 





MASTER WATCHMAKER wants a po- 


EXPERT WATCHMAKER, age 29, cap- 


able of taking charge of an exclusive 
retail jewelry store; can wait on trade, 
give estimates, also able to do jewelry re- 
pairing and stone setting when customer 
wishes to wait; honest, efficient and 
conscientious; references; will go any- 
where. H. Grabelsky, care Sholofsky, 
ies? Grand Concourse, Bronx, New 
ork. 





sition with a high class jewelry firm; 
I have been nine years with New 
York’s finest and largest jewelry 
firm on Fifth Ave., where I did the 
most complicated work, ultra thin 
watch repairing and all the wheel 
cutting; my tools and instruments 
cost me more than $1,000. Address 
““A., 3166,” care Jewelers’ Circular- 
Keystone. 








Lines Wanted. 


Minimum charge (25 words) $2.50 
Additional words, 5 cents a word 








FORMER RETAIL JEWELER desires 


American and Swiss watches or jewelry 
lines for Louisiana and surrounding 
territory. Address Charles Fine, 5428 
St. Charles Ave., New Orleans, La. 





SALESMAN, 20 years’ road experience, 


extensive following in New York State, 
East, Pennsylvania, wishes a line of 
watches ; also a live ring line; own car. 
Address “V., 3158,” care Jewelers’ Cir- 
cular Keystone. 








SALESMAN wishes platinum and gold 


wedding ring and mounting line; also 
non-conflicting lines; large following 
amongst best retail jewel stores 
through Middle West and Southern ter- 
ritory; can produce volume business. 
Address “‘O., 3180,” care Jewelers’ Circu- 
lar-Keystone. 


tablished and qualified, want represen- 
tation on West Coast for reliable firms 
of following lines; diamond jewelry, 
fine watches, mountings, precious 
stones, quality novelties, fine chains; 
state full particulars. Address Graham 
& eae: 209 Post St., San Francisco, 
al. 








Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SIDE LINE WANTED, fast selling up- 


to-date, for legitimate jewelry stores; 
no watches; territory east of Cleve- 
land. Address “C., 3231,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN WANTED by established 


leather watch strap manufacturer for 
Middle West and New England States; 
must have jobbing and material house 
connections. Address “O., 3205,” care 
Jewelers’ Circular-Keystone. 





SALESMEN calling on retailers, manu- 


facturer of fine leather watch straps 
and popular line of watch bracelets, 
selling direct; prefer men now carry- 
ing watch line. Address “D., 3232,” 
care Jewelers’ Circular-Keystone. 





TRAVELING SALESMAN, covering Mid- 


dle Western, possibly including Eastern 
States, handle fine line unmounted and 
semimounted platinum mountings, wed- 
ding rings; full particulars, references 
first letter. Address “O., 3223,” care 
Jewelers’ Circular-Keystone. 





WANTED, SALESMEN to carry a side 


line, manufacturer’s line of sterling 
silver belt buckles, also leather belts in- 
cluding comfort belt “Braxton”; States, 
New Mexico, Arizona, Utah, Colorado, 
Nevada, Wyoming, Idaho and Montana. 
Box 1473, Cincinnati, Ohio. 





SALESMAN, New England, finest selec- 


tion of English leather watch straps 
for department stores and jewelers; 
lowest prices; big commissions; small 
samples; money-maker for man with 
following. Address “D., 3196,” care 
Jewelers’ Circular-Keystone. 





SALESMAN WANTED to carry manu- 


facturer’s line of ladies’ and gents’ gold 
stone rings and diamond mountings to 
the jobbing trade, on commission basis ; 
San Francisco and vicinity. Address 
“C., 3127,” care Jewelers’ Circular-Key- 
stone. 





SALESMEN WANTED to carry a side 


line of high grade sterling silver belt 
buckles, manufacturer’s line; also man- 
ufacturer’s line leather belts on strictly 
commission basis; territory, Ohio, In- 
diana, part of Illinois and West Vir- 
ginia. Box 1473, Cincinnati, Ohio. 





ATTENTION COMMISSION MEN call- 


ing on department stores and retailers ; 
if you have room for two trays of a 
good selling item, get in touch with 
us; all territories open; give refer- 
ences. Address “B., 3229,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, with following among job- 


bers, Middle West, South, New England 
and Eastern States, to carry man 
turer’s line watch attachments; com- 
mission basis; state experience and ref- 
erences. Address “A., 3191,” care 
Jewelers’ Circular-Keystone. 








(Continued on page 122) 
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Special Notices 


(Continued from page 121) 








SIDE LINES—Continued 








SALESMAN, for Middle West territory 
with an office in Chicago, to represent 
a manufacturer of an exceedingly high 
grade line of sterling novelties; one 
who has connections with the better 
stores, must be a go-getter and furnish 
the best of references; will consider 
additional representatives for other 
States; write full qualifications in first 
letter. Address “T., 3225,” care Jewel- 
ers’ Circular-Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, a combination watchmaker 
and jeweler. W. D. Pharmer Co., 90 
North St., Pittsfield, Mass. 





WANTED, combination watchmaker and 
engraver; state age and salary desired. 
Jay Jewelry Co., Schenectady, N. Y. 





WANTED, high class die cutter on mod- 
ern ring dies; permanent position to 
right party; state age; give reference. 
J. F. Apple Co., Inc., Lancaster, Pa. 





WANTED, watchmaker and clock repair- 
man; state age, reference and experi- 
ence; state lowest salary to start with. 
Theo. Moeller, Traer, Iowa. 





WATCHMAKER, highly skilled, reliable, 
take charge of store; good reference. 
F. Rubane, 1291 Lexington Ave., Bet. 
86-87, New York. 





WANTED, A SALESMAN; a Southern, 
single man preferred; must have good 
sales ability; state reference and age. 
Address ‘‘G., 3172,’’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED, GOOD WATCHMAKER: state 
experience and salary expected to start 
with; also salesman wanted who has 
experience in a credit store. Goodman’s, 
94 E. 7th St., St. Paul, Minn. 





WATCHMAKER AND ENGRAVER, re- 
tail jewelry store; steady position; 
state age, all qualifications, salary ex- 
pected and give references. H. Post & 
Sons, Decatur, III. 





WANTED, first class watchmaker and 
Salesman, Wisconsin; state age, ex- 
perience, salary expected, reference, 
where last employed; answer the above 
in full. Address “M., 3145,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN WITH FOLLOWING in New 
York City, Metropolitan Area, to repre- 
sent wholesale American watch house; 
state salary desired, reference and full 
particulars of experience. Address “‘G., 
3220,’’ care Jewelers’ Circular-Keystone. 





SOUTHERN SALESMAN acquainted with 
Texas and Louisiana jewelers, depart- 
ment stores and novelty shops, desires 
lines of silverware, jewelry, novelties 
or kindred lines. Address “B., 3126,” 
care Jewelers’ Circular-Keystone. 





WANTED, MAN for clock work, jewelry 
repairing, some plain watchwork, wait 
on trade, keep store in order; young 
single, Protestant; fine store, just North 
of Boston. Address ‘M., 3177,’”’ care 
Jewelers’ Circular-Keystone. 





WANTED, first class watchmaker ; prefer 
one who can do jewelry repairing and 
engraving; salary $22.50; steady job 
and good working conditions; North- 
western Ohio; give references and send 
photo. Address “P., 3130,” care Jewel- 
ers’ Circular-Keystone. 





WATCH REPAIRER with Horological 
School training to work on plain and 
complicated watches; good salary; 
no lay-off; write full details. Ad- 
dress “T., 3210,”’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED, manufacturing jeweler, cap- 
able making mountings, setting dia- 
monds; good opportunity for man will- 
ing to work; give age, weight and refer- 
ences; state lowest salary will start 
with; send photo. W. C. Nicodemus, 
Tampa, Fla. 





SALESMAN with following amongst de- 
partment stores and well rated jewel- 
ers in Middle West, South West, North 
West and Pacific Coast for attractive 
popular priced Swiss watch line; com- 
mission basis; state experience and 
references. Address “W., 3216,” care 
Jewelers’ Circular-Keystone. 





TRAVELING SALESMAN covering Okla- 
homa, Arkansas, Missouri, Louisiana, 
Tennessee and Texas for a direct de- 
livery line of watch materials, bands, 
optical goods, straps, cases, findings; 
lowest prices, big commissions; can be 
used in conjunction with other lines. 
Address “B., 3136,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, THREE SALESMEN, by a 
manufacturer to represent a beautiful 
line of gold and platinum mountings, 
wedding rings, etc., on a strictly com- 
mission basis; no advanced commis- 
sion; state territory in which best 
known and also give information in de- 
tail in first letter; wonderful opportuni- 
ty for a wide awake salesman. Address 
“J., 3214,” care Jewelers’ Circular-Key- 
stone. 





LEARN WATCHMAKING, engraving, 
jewelry repairing, diamond setting 
under practical specialists ; each sub- 
ject taught by a Master Craftsman, 
familiar with the practices demanded 
in the finest shops; no “Combina- 
tion” instructors, no jack-of-all 
trades trying to teach several distinct 
branches; every instructor must 
have an established reputation be- 
fore joining our faculty; you get 
master training in every modern 
practice in each field—watchmak- 
ing, engraving, jewelry repairing, 
diamond setting ; write today for big 
Free Book and learn how you can 
get this Master Training. Chicago 
School of Watchmaking, 641 Ash- 
land Block, Chicago, Ill. 








SALESMAN WANTED by a leading 
manufacturer of exclusive gold and 
platinum mountings and ladies’ 
diamond rings and wedding rings; 
one who at present is covering the 
South, Southwest and Middle West 
territories and who has a following 
of long standing among the better 
class retail stores, department stores 
and jobbing trade ; one who can com. 
mand a liberal drawing account need 
only apply. Address “Y., 3159,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKERS who desire a perma- 
nent position with reliable firm, with 
excellent opportunity for advancement, 
may apply at below address, stating 
age and experience; we operate watch 
repairing departments in leading de- 
partment stores throughout the coun- 
try, and because of our rapid expan- 
sion we constantly have new openings 
for capable watchmakers ; salary 
starts at $30 per week with unlimited 
chances for immediate advancement; 
the following watchmakers are in our 
employ and may be known to you, if 
so, any letters of inquiry addressed to 
them will be forwarded by us if sent 
to the below address: Gil Wahl, Rollie 
Trezise, C. Leasure, Carl Gruber, 
W. Gipprich, F. W. Sage, G. Leien- 
decker, William Harper, E. F. Nichols, 
Jess Gleason, Don Mingoy, Ed. Sand- 


well, Alvin Kelso, Eugene Bernard, 
Maurice Davidow, Charles’ Klinck, 
Charles Zwilling, John Addington, 


Frank Hepting, W. B. Adair, J. Stamp- 

ley, Leon Snyder, Harold Feldt, Nate 

Subotnik, E. R. Sims, Leon Mayer, 

Paul Belkin, Louis Pertcheck, Sam 

Judis, J. Judis, Sterling Cole. Peoples 

oF Co., 310 St. Clair St., Toledo, 
0. 








For Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY DEPARTMENT in _ drug 
store; best location in best town in 
Nebraska; low overhead; can reduce 
to $1,750 cash. Eagan, Scottsbluff, Neb. 





WELL ESTABLISHED jewelry store; 
good repair prices; small investment: 
sacrifice on account of bad health. F. 
Rubane, 1291 Lexington Ave., Bet. 86- 
87, New York. 





MANUFACTURING JEWELRY SHOP, 
complete line of material and equip- 
ment; only shop in the city of 40,000 
people; will sell cheap. Charles Beck, 
Jeweler, Dubuque, Iowa. 





JEWELRY STORE FOR SALE with or 
without stock; busy location; low rent, 
with three year lease; good opportunity. 
135 East 34th St., corner Lexington 
Ave., New York. 





JEWELRY AND OPTICAL STORE with 
gift department, located in Michigan; 
reason for selling, death of husband 
Address ‘‘J., 3222,’ care Jewelers’ Circu- 
lar-Keystone. 





JEWELRY STORE with or _ without 
stock; good payroll, Great Western 
Sugar Co., Carnation Milk Condensory, 
two canning factories; only store in 
7. G. C. Dabney, Ft. Lupton, Colo- 
rado. 
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FOR SALE, old established jewelry busi- 
ness, located in town with large draw; 
only jewelry store in the town; sudden 
death of owner reason for selling. Ad- 
dress L. . Albin, Administrator, 
Charles Town, W. Va. 





JEWELRY STORE with or without 
building; fixtures, stock and tools; es- 
tablished 65 years; death reason for 
selling; in good locality with drawing 
population of 10,000; cash sales. Harry 
R. Fluke, 1331 Seventh Ave., Altoona, 
Pa. 





MANUFACTURING PLANT, only one in 
city of 60,000; established 15 years, 
doing a steady business with universi- 
ties and colleges; trade work; whole- 
sale and retail; machinery, dies, tools, 
etc., invoice $8,500; can be bought at 
a bargain. Address “V., 3213,” care 
Jewelers’ Circular-Keystone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








COMPLETE jewelry store fixtures, mod- 
ern and up-to-date; can be seen at 


AMERICAN LATHE, nickel, slide rest, 


20 wire chucks, five wheel chucks, Uni- 
versal chucks, staking tool, 50 punches, 
swing treadle foot wheel; bench, fine 
Gilbert regulator, watch glasses, ma- 
terials, cases, etc. W. H. Merrill, Wash- 
ington, N. J 





AMERICAN REBUILT WATCHES, com- 


plete or movements 7 to 23 jewel, 
grades standard makes; we buy your 
surplus watches; check by return mail 
same day as received; get our prices on 
rebuilts. Klar & Winterman, 2310 Elm 
St., Dallas, Texas. 





MODERN mahogany finish jewelry fix- 


tures, complete set up for up-to-date 
jewelry store; six wall and six counter 
cases, watch board, office and bench 
partitions; must be seen to appreciate. 
Saunders, Airport Service Station, 
Parkersburg, W. Va. 





COMPLETE jewelry store fixtures; two, 


30-foot wall cases in three sections, 
each; two, ten-foot floor cases, office 
desk, safe, ceiling lights, five drawer 
National cash register; all in first class 
condition; best made, solid mahogany; 
French plate beveled edge glass; will 
sacrifice. Closter’s, 4 N. 3rd St., Harris- 
* burg, Pa. 





FOR SALE, two beautiful antique walnut 


wall cases and six walnut counters with 
beveled edge, glass flat tops; an_ex- 
ceptional opportunity for some refined 
jewelry store, with prestige and finan- 


Al WATCHMAKER, JEWELER, desires 


small store or trade shop, with plenty 
repairs, or as partner with established 
business; must be reasonable; write full 
details. Address ‘“‘C., 3167,’ care Jewel- 
ers’ Circular-Keystone. 





EDWARD R. TYLER, established jewelry 


auctioneer; references furnished; we 
also supply buyers for retail jewelry 
stores; correspondence confidential. Ad- 
ra 6237 Champlain Ave., Chicago, 
ll. 





GANSBERG BROS., INC., will buy your 


surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; bank 
and trade references of the highest 
character. Write 37 Maiden Lane, New 
York. Telephone John 3454. 





ARB YOU GOING OUT OF BUSINESS? 


We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erence of the highest order. Van 
Praag & Co., 718-7 Broadway, New 
York, established 1889. 





‘WE PAY MORE; 


before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 


cial standing; none other need apply, 
as they are very valuable fixtures and 
would be a fine asset to some exclusive 
store. Address “C., 3139,” care Jewel- 
ers’ Circular-Keystone. 


Youngstown, Ohio. Address “C., 3129,” 
care Jewelers’ Circular-Keystone. 





HIGHEST CASH PRICES PAID for al 
or part of your jewelry stock, with or 
without fixtures; we have bought out 
and liquidated leading jewelry con- 
cerns; communicate with us without 








FOR SALE, Seth Thomas No. 1 regulator, 
mahogany, nickeled weight and ball 
excellent condition; bargain $18, boxed. 
Shaw & Son, Alfred, N. Y. 


KEY CHAINS, nickel plated, round snak 
chain with ‘slotted ‘ring,’ $3.60 dosen: obligation; established 36 years, same 


Waldemar chains, on individual tissue address. Brooklyn Purchasing Syndi- 
cards, good assortment of fancy links, cate, Frank Walker, Proprietor, 610 
nickel plated, $1.80 dozen; yellow or Broadway, Brooklyn, N. Y. Telephone: 
green, $1.95 dozen; we pay postage if Pulaski 5-1798. 

money is sent with order; orders filled 
promptly for Federal fancy watch crys- 
tals; send for our leather watch strap 
circular. Sterling Jewelers’ Supply Co., 
153 Centre St., New York. 





WATCHMAKER, write today for free cir- 
cular on the new book, “Modern Methods 
in Watch Adjusting.” Harold Kelly, E. 
314-29th Ave., Spokane, Wash. ? 





GET THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too 
nor too small for us to handle; ail cor- 
respondence kept in strictest confidence; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close out 
otherwise ship your surplus goods an 
receive cash. Gordon Bros., 18 Prov- 
ince St., Boston, Mass. 











ARB YOU MOVING? We move plants, 
single machines and safes; also_buy 
and sell safes. S. Krasilovsky & Bro., 
ae eae Street, New York; Canal 
6- 4 


Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











MORE FOR YOUR MONEY—a large 50c. 
bottle of crystal cement that excels 
other cement, for glass or unbreakable 
crystals; sent on five days’ free trial, 
postpaid. N. Johnston, Orchard S&t., 
Sharon, Pa. 


EVERY EFFORT is made by The Jewelers’ 
Circular to keep its advertising columns 
clean. Advertisers under Business Oppor- 
tunities, etc., must furnish trade refer- 
ences. Announcements .must pass the strict 
censorship requirements of The Jewelers’ 
Circular. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





FOR SALE, entire store fixtures; nine 
show cases, four large wall cases, two ; 
safes, two desks, two tables, large cash 
register, siren alarm, trays, large regu- DO YoU a em for any pest of = 
lator. Wm. H. Behrens, 727 Eighth your. stoc or stoc an xtures? WATCHMAKER’S rounding up machine, 


Writ i . Si hi 
Ave., New York. St. Bron bog Ohi ae ae re good condition, all cutters. Address “P., 


‘ 3207,” care Jewelers’ Circular-Keystone. 




















FOR QUICK SALE, leather cabinet with 
21 dozen genuine staffs and 30 dozen 
balance hole jewels for American 
watches, sizes 10/0 up to 18 size; $45 
takes it; easily worth $150. Peoples’ 
Drug Store, Escanaba, Mich. 


WANTED TO PURCHASE, small estab- 
lished jewelry store with good repair 
trade in Minnesota, Wisconsin or Iowa 
town. Address ‘“‘C., 3186,” care Jewel- 
ers’ Circular-Keystone. 


WANTED TO BUY an. established 
jewelry store, preferably in Kentucky. 
Address “A., 3228,” care Jewelers’ 
Circular-Keystone. 








WANTED, coin silver spoons, «articles, 
odd pieces, sterling silver, trays, tea and 
coffee sets, complete, or part. . Trois, 
Brooklyn, Conn. 


ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 
Joseph M. Gordon, 37 Cornhill, 
Boston, Mass. 


SHOP EQUIPMENT, benches, polishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; favorable terms. Leiman 
Bros., 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 
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WANTED TO PURCHASE—Continued 








WANTED, six each breakfast or dessert 
knives and forks, Lilly pattern old 
Whiting Division Gorham Company. 
D. J. Kramer, Salida, Colorado. 








Watch Work for the 


Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SEND ALL YOUR WATCH REPAIRS to 
the Factory P. Tieche, 95 Nassau St., 
New York, N. Y.; repairs and mate- 
rials; quick mail service. 





WATCH REPAIRING to the _ trade; 
highest quality work at lowest prices; 
hairspring vibrating. Dees Watch Re- 
re. 411 East 144th St., Bronx, 





SPECIAL JOB PRICES, repairing, re- 
finishing and converting old watches 
into salable stock; new cases and dials, 
80c. up. Freeman Watch Service, 2242 
No. Halsted St., Chicago. 





WATCH MOVEMENTS rebuilt and re- 
paired; genuine American factory and 
highest grade Swiss materials used; 
expert workmen; quick service. Price 
& Albert, 439 So. Wabash Ave., Chi- 
cago. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 19 Cliff St., 
New York. 





S. HELFGOTT, high grade watchmaker 
for the trade, specializing in experi- 
mental work, cutting wheels, parts for 
watches, clocks, chronometers and re- 
peaters; satisfaction guaranteed; esti- 
a upon request. 64 Fulton St., New 

ork. 





ACCURATE HAIRSPRING vibrating flat, 
65 cents; breguet, $1; send wheel and 
bridge; this price applies to all makes 
and sizes; we unconditionally guarantee 
our hairspring vibrating to run from on 
time to within three minutes a day; also 
balance staff fitting, $1; try us once and 
judge for yourself. The H. & T. Steffes 
Co., Box 711, Springfield, Il. 





MASTER REPAIRERS and rebuilders of 
antique and foreign clocks, watches and 
associated mechanisms, wheels, inions, 
barrels, racks, etc., made; experimental 
models developed and _ constructed; 
French clock material, mainsprings, 
suspensions, taper pins, dials and re- 
finishing. Greenwich Clock and Instru- 
ment Co., 2 W. 47th St., New York. 









































Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








RING ASSEMBLING and gold mount- 
ing special order work; equipped to 
do excellent work. Abraham Kling, 
Room 1101, 49 Maiden Lane, New 
York, 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








FIFTH AVE., 562 (corner 46th St.), room 
partitioned into workshop and office; 
fine light; rental $40 month. Phone 
Bryant 9-3229, New York. 





WINDOW SPACE including  five-foot 
show case; most desirable place for 
wholesale diamond and jewelry mer- 
chant; also available good show case 
spaces within for various lines; dia- 
monds, jewelry and watches. Inquire 
World Jewelers’ Exchange, Inc., 74 
Bowery, New York. 





FACTORY SPACE FOR RENT, ready for 
immediate occupancy, four floors each 
200 feet long by 40 feet wide; up-to-date, 
well equipped jewelry manufacturing 
building; low insurance rates; desirable 
location, three minutes from railroad 
station; labor conditions excellent. Big- 
ney Real Bstate Co., 98 County St., 
Attleboro, Mass. 





Wanted To Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








IMPORTER of pearls and precious stones 
desires part office, North light, with 
diamond importer, manufacturer or 
wholesaler. Address ‘‘New York, 3149,”’ 
care Jewelers’ Circular-Keystone. 





PRECIOUS STONE DEALER with fine 
references wants part of office in build- 
ing devoted to jewelry trade uptown 
New York City. Address “A., 3135,’ 
care Jewelers’ Circular-Keystone. 








PMiscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents .a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under expert in- 
structors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. q Polachek, 
1234 Broadway, New York. 





WATCHMAKERS! increase your ability 
through the highly recommended 
books: ‘‘Rules and ctice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Work”; circulars free. 
Walter Kleinlein, Waltham, Mass. 





Two-Standard 
Books 
for 
Optometrists 
and 
Opticians 


By LIONEL LAURANCE 





General and Practical 
Optics 
(Fourth edition, 327 pages) 





Visual Optics and 
Sight Testing 


(Third edition, 502 pages) 





Price, $6 for Each Book 





OPTICAL JOURNAL 
& REVIEW 


239 West 39th Street 
New York City 
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Bill to Curb Watch Smuggling Intro- 
duced in Congress—Would 
License Watch Importers 


WasHincTon, D. C., July 22—A bill 
given the title “The Watch Smuggling 
Act,” which would license the importers 
of watches, watch movements and parts, 
was introduced today in the House of 
Representatives by Mr. McCormack of 
Massachusetts and on July 19 the same 
bill was presented by Mr. Walsh, also of 
Massachusetts, in the Senate. The bill 
has been referred to the Committee on 
Ways and Means and the Finance Com- 
mittee respectively. 

As explained by Senator Walsh in a 
statement presented by him to accompany 
the bill (S.3287 and H.R.8921), the pro- 
posed law “provides that 90 days after 
the enactment of the bill no person shall 
import watches, watch movements, or 
watch parts unless he is either licensed 
for that purpose by the Secretary of the 
Treasury or has been granted a special 
permit to be prescribed by the Secretary 
of the Treasury. “Regular importers,” 
he said, “would be licensed, and the spe- 
cial permit provision apply to noncom- 
mercial importations.” The bill estab- 
lishes an annual license fee of not more 
than $100.’ No one convicted of violation 
of the customs laws may be licensed, and 
the act would make it unlawful for per- 
sons prohibited from being licensed to 
employ or be employed by a licensee. 
“This provision,’ said Mr. Walsh 
“is directed against the set-up of a straw 
man by persons who, by reason of their 
unlawful activities, are unable to get 
licenses.” 

The bill, as introduced, is as follows: 


A BILL 


To provide for the licensing of importers of 
watches, watch movements, and watch parts, 
to protect the revenue, and for other purposes. 


Be it enacted by the Senate and House of 
Representatives of the United States of America 
in Congress assembled, That when used in this 
Act unless the context otherwise requires: 

(a) The term “person” includes individuals, 
partnerships, associations, joint-stock associations, 
and corporations. 

(b) The term, “license” and “licensee” mean 
respectively any license issued under this Act, 
and any person licensed under this Act. 

(c) The term ‘“‘watches, watch movements, and 
watch parts” means watches, watch movements, 
and watch parts as described in subsections (a) 
and (c) of paragraph 367 of schedule 3 of Title 
I of the Tariff Act of 1930: Provided, That, not- 
withstanding the foregoing, the term shall not 
include any watches admitted free of duty into 
the United States under any provision of law. 

(d) The term “United States”, when used in 
a geographical sense, includes all Territories and 
Possessions of the United States, except the 
Philippine Islands, the Virgin Islands, the Canal 

me, American Samoa, and the Island of Guam. 

Sec, 2. (a) After ninety days after the enact- 
ment of this Act, no person shall, except by spe- 
cial permit which may be issued in his discre- 
tion by a collector of customs under such condi- 
tions as the Secretary of the Treasury may pre- 
scribe, import into the United States any watch- 
es, watch movements, or watch parts who has 
not been licensed for that purpose by the Sec- 
retary of the Treasury pursuant to such rules 
and regulations as he may prescribe. A fee of 
such amount as the Secretary of the Treasury 
may deem necessary to provide for the adminis- 
trative costs of — such license, but not 
more than $100, shall be paid by the licensee. 
All merchandise subject to the provisions of this 
Act shall be entered at such i of entry as 
shall be designated by the Secretary of the 
Treasury. The retary of the Treasury shall 
furnish to the collectors of customs at such 
designated ports current lists of the names and 
addresses of all licensees together with the dis- 
tinguishing mark or symbol assigned for the use 
of such licensees under section 4 of this Act. 

(b) Licenses issued under this Act shall not 
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be transferable and shall remain in effect for 
one year from date of issuance, unless sooner 
suspended or revoked by the Secretary of the 
Treasury. 

Sec. 3. No license shall be issued under this 
Act to any person who (a) has been convicted of 
violation of the customs laws, ('b) is under in- 
dictment for violation of the customs laws, (c) 
fails or refuses to comply with the provisions 
of this Act or any rules or regulations issued 
hereunder, or (d) fails to file the voluntary in- 
ventory provided for by Section 7 of this Act: 
Provided, That a license may be issued at any 
time within one hundred and fifty days after 
the enactment of this Act, subject to revocation 
if the licensee fails to file such inventory within 
such period of one hundred and fifty days. The 
Secretary of the Treasury may, after due notice 
and opportunity for a hearing, suspend or re- 
voke the license of any licensee who fails or re- 
fuses to comply with the provisions of this Act 
or any rules or regulations issued hereunder. 
The Secretary of the Treasury shall suspend the 
license of any licensee who is under indict- 
ment for violation of the customs laws, and 
upon conviction of any person for violation of 
the customs laws shall revoke such license. It 
shall be unlawful for any person forbidden by 
or under authority of this Act or any regulations 
issued hereunder from obtaining or holding a 
license to employ any licensee as officer, agent, 
or employee or to be an officer, agent, or em- 
ployee of any licensee. 

Sec. 4. After ninety days after the enactment 
of this Act, all watches and watch movements, 
whether complete or incomplete, having more 
than one jewel, or having one jewel and one or 
more bouchons or bushings, and all pillar plates 
and top bridges if imported separately, which 
are imported into the United States must, unless 
imported under the special permit authorized by 
section 2 (a) of this Act, in addition to any 
other marking required by law, be permanent] 
marked with a distinguishing mark or symbol, 
in such place and manner and pursuant to such 
rules and regulations as the Sescubnay of the 
Treasury may prescribe, which mark or symbol 
must be marked on such watches, wafch move- 
ments, and watch parts in the country of manu- 
facture. The Secretary of the Treasury shall 
approve and assign for the use of licensees the 
distinguishing marks or symbols required by this 
section. No such mark or symbol shall be ap- 
proved or assigned for the use of more than 
one licensee. 

Sec. 5. If any person importing watches, 
watch movements, or watch parts into the United 
States, or dealing in imported merchandise of 
such character, or purchasing imported merchan- 
dise of such character at a Government sale, 
fails, at the request of the Secretary of the 
Treasury or a collector of customs as the case 
may be, to permit a duly accredited officer of the 
United States to inspect his stock or books, 
papers, records, accounts, documents, or corre- 
spondence pertaining to such merchandise or the 
purchase or importation thereof, then such per- 
son shall be subject to a penalty of not more 
than $1,000 and, while such failure continues, 
the Secretary of the Treasury, under regula- 
tions prescribed by him, (1) shall prohibit the 
importation of merchandise into the United 
States by or for the account of such person 
and (2) shall instruct the collectors of customs 
to withhold the delivery of merchandise imported 
by or for the account of such person. If such 
failure continues for a period of one year from 
the date of such instructions, the collector shall 
cause the merchandise, unless previously ex- 
ported, to be sold at public auction as in the 
case of merchandise forfeited under the customs 
laws. 

Sec. 6. Any watch, watch movement, or watch 
part imported into the United States in violation 
of any provision of this Act or any rule or reg- 
ulation issued hereunder shall be seized and 
forfeited in the same manner as forfeiturts in- 
curred for violation of the customs laws. 

Sec. 7. Within one hundred and fifty days 
after the enactment of this Act any importer, 
wholesaler, or retailer of watches, watch move- 
ments, or watch parts may voluntarily file with 
the collector of customs in the district in which 
such importer, wholesaler, or retailer is oper- 
ating an inventory of all watches and watch 
movements, whether complete or incomplete, hav- 
ing more than one jewel, or having one jewel 
and one or more bouchons or bushings, and all 
pillar plates and top bridges if imported sepa- 
rately, on hand on the ninetieth day after the 
enactment of this Act, which were imported into 
the United States prior to ninety days after the 
enactment of this Act. If any such watch, 
watch movement, or watch part be not marked 
pursuant to section 4 of this Act, and if with 
respect to any such watch, watch movement, 
or watch part no voluntary inventory has been 
filed pursuant to this section, this shall be prima- 
facie evidence in any administrative or judicial 
proceeding for the forfeiture of such watch, 
watch movement, or watch part under the provi- 
sions of this Act or any provision of the customs 
laws, that such watch, watch movement, or watch 
part was in fact unlawfully imported into the 
United States. 
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Sec. 8. In addition to the specific powers 
conferred by this Act, the Secretary of the 
Treasury is authorized to make such rules and 
regulations as may be necessary to carry out 
the provisions of this Act. 

Sec. 9. If any clause, sentence, or part of 
this Act, or the application thereof to any per- 
son or circumstances, is held invalid, the appli- 
cation thereof to other persons, or circumstances, 
and the remainder of the Act, shall not be 
affected thereby. 

Sec. 10. This Act may be cited as the “Watch 
Smuggling Act.” 


Editorials 
(From page 38) 


any country-wide impression in this 
way. On the other hand, the real 
publicity work done by the associa- 
tion with the remains of the fund was 
considered a success. 

The difference between advertising 
and publicity was well shown in a 
recent address by William A. Hamor 
of the Mellon Institute of Industrial 
Research during which he said: 

“At present advertising and publicity 
are generally regarded by industrial 
management as two closely related but 
distinct forces in the field of public rela- 
tions. As applied, to yield effective re- 
sults, these forces must be coordinated. 
Advertising is basically a force for the - 
promotion of sales. Publicity, as usually 
carried out, is essentially educational in 
character. The fact that some present- 
day advertising is informative in nature 
occasionally complicates this picture in 
the minds of certain publishers and busi- 
ness executives. 

Publicity should never take the place of 
advertising. Its ordinary sphere is to 
acquaint the public with new discoveries 
or developments of interest, so as to erect 
a background of information that can 
later be made to yield sales through ad- 
vertising and other promotional activi- 
ties. In addition, publicity is of utility 
in neutralizing or subduing sales resis- 
tance, especially misinformation and 
prejudice; new customs, vital elements 
in market cultivation, can thus be intro- 
duced by arousing interest in their novel 
features and then a vogue therefor.” 

As far as the jewelry trade is con- 
cerned, proper publicity must be based 
fundamentally on the dissemination 
of truth as to gems, precious metals 
and jewelry, in a way that will inter- 
est and educate the public and ghereby 
increase public appreciation of the 
merchandise which the jeweler han- 


dles. 





In a suit brought by the Wreal Cravat 
Holder Co., Inc., of Philadelphia, against 
the Schwartz Men’s Shop, Brooklyn, in 
the District Court of the U. S. for the 
Eastern District of New York, for in- 
fringement of patent No. 1,865,995, a 
consent decree has been entered and an 
injunction has been issued permanently 
enjoining the Schwartz Men’s Shop from 
further infringement of said patent. The 
Baer & Wilde Co. of Attleboro are ex- 
clusive licensees under the Wreal Cravat 
Holder patent. 
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Boston Jewelry Store Looted at 
Noon Hour 


Boston, Mass, July 8.—Breaking the 
glass in ‘two doors leading to the store 
of Reagan, Kipp & Co., 162 Tremont St., 
yesterday, while noontime saunterers 
passed by on the sidewalk outside, thieves 
looted showcases in the store and stole 
jewelry valued at over $1,000. 

Police were checking hospitals and 
doctors’ offices last night for someone 
who sought treatment for a cut hand. In- 
vestigation revealed blood on the floor 
inside the store, causing the belief one 
of the burglars had cut himself while 
entering the place. 

Frank Gorin of 119 Beacon St., Back 
Bay, discovered the break. Gorin was 
walking along Mason St., in the rear of 
the store when he noticed the window in 
the door of the old Bijou Arcade broken. 
He looked in and saw the. window in the 
door leading to the jewelry store broken 
also. 

Sergt. John D. McPherson of the Milk 
St. police station found that the break 
had occurred sometime between 11.30 
a. m. and 12.30 p. m. The robbers had 
tossed the contents of the showcases on 
the floor, selecting only watches, rings 
and other articles of jewelry which they 
thought valuable. 





Appellate Division of New York State 
Supreme Court Affirms Judgment 
of Lower Court in Bracelet Case 


The Appellate Division of the Supreme 
Court of the State of New York recently 
handed down a decision affirming the 
judgment entered on Nov. 4, 1934, which 
awarded to Jacob Haber, wholesale 
jeweler, recently of 67 Nassau St., a ver- 
dict of $2,800, in compensation for a 
diamond bracelet lost by him while out 
on memorandum and claimed to have 
been covered under a jewelers’ block 
policy of the St. Paul Fire & Marine 
Insurance Co., Inc. 

The litigation centered around the tes- 
timony of Max Hoffman, formerly of the 
Hoffman Edlin Co., jewelers. Hoffman 
obtained the bracelet on memorandum 
from Haber in November, 1928. This, 
he claimed, together with other pieces 
similarly obtained from other members 
of the trade, was stolen from him by 
bandits who entered his premises that 
evening and left him handcuffed to his 
partner, Edlin. Subsequently Hoffman 
was tried in General Sessions on a 
charge of grand larceny, on complaint 
brought by one of the jewelers from 
whom he had obtained jewelry on mem- 
orandum, which jewelry he said had 
been stolen, and he was convicted. 
Throughout the proceedings Hoffman 
protested his innocence. 

In an attempt to recover for the loss 
of his bracelet, Haber entered suit 
against the insurance company for the 
value of his bracelet. The defense of 
the company was that the policy did not 
cover loss— 

“. . . resulting from theft or other 

act of omission of a dishonest char- 

acter . . . on the part of the As- 
sured, or any agent, or employee. 
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It was the contention of the insurance 
company that Hoffman, convicted of lar- 
ceny of an article lost at the same time 
as Haber’s bracelet, was a dishonest 
character, and thereby exempting it 
from liability. 

In charging the jury in Haber’s action 
for recovery, Judge Harris declared that 
the verdict would depend on whether the 
evidence showed that Hoffman had been 
actually held up or not. 

The verdict returned by the jury was 
for 75 per cent (specified in the policy) 
of the value of the bracelet (about 
$3,000 together with interest thereon), and 
was affirmed unanimously by the Apel- 
late Division. 

Attorney for Haber was Samuel Kauf- 
man, of 80 Broad St. The St. Paul Fire 
& Marine Insurance Co. was repre- 
sented by Rosenblum and Rosenzweig, 80 
Maiden Lane. 


Bandits Rob Jewelry Salesman 


Four bandits robbed the car of Morris 
D. Siegel, salesman for J. J. Schmukler, 
133 Canal St., about 4 p.m., July 19, while 
the car was parked at 5lst St. and 
Eighth Ave., and escaped with miscel- 
laneous jewelry articles worth approxi- 
mately $4,500. The salesman’s helper, 
Walter Horowitz, was sitting in the car 
when two of the bandits approached, 
one on each side. They slipped into the 
seat beside him and one pressed a re- 
volver against his side. Meanwhile a 
confederate removed the four sample 
cases containing the jewelry from the 
tonneau of the sedan and transferred 
them to another machine. Then the 
three rejoined the other bandit who sat 
waiting at the wheel, and the car speeded 
west on 5lst St. Horowitz at once 
shouted to several policemen standing 
nearby, who gave chase. At this point 
Siegel, the salesman, emerged from a cus- 
tomer’s store at 50th St. and Eighth 
Ave. The fugitive automobile, however, 
was lost in heavy traffic on Ninth Ave. 
Siegel and Horowitz then went to the 
police station to report the loss, which 
was completely covered by insurance. 
Siegel suffered a similar hold-up a year 
ago, at Forsyth and Canal Sts., when he 
was robbed of jewelry worth $8,500. 





Burglars Get Valuable Stock. of 
Fifth Ave., New York, 
Jewelry Store 


Expert cracksmen opened the safe of 
Richters Jewelers, Inc., 583 Fifth Ave., 
New York, some time over the weekend 
of July 6 and 7, and obtained merchan- 
dise reported to be valued at a consider- 
able amount. The theft was not discov- 
ered until early Monday morning, when 
an employee opened the store. 

Entrance to the shop was gained 
through the cellar, into which the yeggs 
broke their way through a wall of rock 
which divides the jewelry store cellar 
from that of the adjoining establishment, 
Martin & Martin, a shoe concern. Then 
a hole in the floor was drilled and acety- 
lene gas pipes from tanks in the cellar 
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were passed through to the safe. These 
pipes, according to the police, were not 
long enough to reach by way of the stairs 
which the robbers themselves used. 
Torches were attached to the pipes and 
the combination burned off the combina- 
tion of the safe, a process which, although 
it takes a long time, is a very efficient 
one, police said. 

According to Benjamin Richter, officer 
of the firm, the loss was covered by in- 
surance. 


Sent to Prison for Three Years 


PRovIDENCE, R. I., July 10—Grabbing 
watches from jewelry store windows 
after smashing the plate glass with an 
iron pipe yesterday sent a man to the 
Rhode Island State Prison for three years 
on one indictment. He pleaded zolo to 
charges of breaking windows in the re- 
tail jewelry stores of Kaplan Co. at 199 
Weybosset St., on June 10; and the 
Michaels-Bauer, Inc., jewelry store at 365 
Westminster St., on June 3. From the 
first he got ten watches and eleven from 
the second store. 

In addition, Detective Lieutenant Burk- 
hardt informed Judge Philip Joslin in 
Superior Court that the man had ad- 
mitted breaking the window of the Quinn 
jewelry store on Weybosset St. on June 
9, getting nine watches in that window, 
and was also’ wanted by the Pawtucket 
police for a similar break at the Colitz 
jewelry store in that city. 





Given a Month’s Reprieve 


PittssurGH, Pa.—Eccentric John 
Koziar, miner killer, who early last 
March shot and killed Samuel Rosen- 
shein, Masontown, Pa., jeweler, in his 
home after grappling with Rosenshein’s 
wife and children, was given a month’s 
reprieve from the electric chair July 13 
by Governor George H. Earle in order 
to have Koziar’s sanity tested. 

Since he was baptized in a prison 
bathtub awaiting his doom, the 32-year 
old murderer has divided his time be- 
tween playing checkers with his guards 
and reading the Bible. 

He was sentenced to die July 15, but 
was granted the postponement while his 
attorneys begged for time to have his 
sanity tested. While in prison, the killer 
has confessed to about 50 robberies. 





Platinum Market 


Platinum prices, as of July 23, 1935, were 
officially quoted as: 


Cate ne ddd dusawi's «odes erees kaa $32.00 
Containing 5% Iridium ............--- 33.00 
Containing 10% Iridium ...........--- 34.00 
pS PRA oe ate y 50.00-55.00 
Pe |< bc nccases ca ceduaerenena 24.00-25.00 





Philip Paretsky, Jamaica jeweler, was 
drowned on Sunday, July 8, after diving 
into Milburn Creek, Baldwin, L. I. He 
failed to come up. The body was re- 
covered hours later by firemen using 
grappling hooks. He was 28 years old 
and operated a store on 155th St. and 
Jamaica Ave. Burial was in Mount 
Lebanon Cemetery after services at the 
Beach Funeral Home. 





Have You 


The J ewelell 


If so, tell him about it. Let him know in unmistak- | 
able language that you have something of interest to 
him. Talk to him in your advertising. You know that 
you are in business . . . but does he? Show him what | 
you have to sell. Advise him on style, prices, ete, 


The retail jeweler is human .. . he is interested in doing more business . . 
he wants to make more profit . . . but he can’t imagine or dream about prod- 
ucts that you may have to offer. 


Use THE JEWELERS’ CIRCULAR-KEYSTONE consistently as the most | 
economical and certain means of registering your message to the entire 
jewelry trade. 


Use SEPTEMBER . . . the CONVENTION FALL-BUYING NUMBER 


Besides giving a comprehensive story of the events and proceedings of the 
A.N.R.J.A. Convention, August 26 to 30, the September issue will also in-— 
clude the schedule and program of the Ninth Annual Convention of the = 


NATIONAL ASSOCIATION OF CREDIT JEWELERS 


September 9-12, 1935 
SHERMAN HOTEL — CHICAGO 


Extra copies will be distributed at the Convention. : 
Readers of THE JEWELERS’ CIRCULAR-KEYSTONE represent an aude 


ence ‘“Custom-Made” for your advertising message . . . readers eager t , 
keep abreast with latest developments in jewelry merchandise and merchan= 
dising, who turn, as they have for 66 years, to the recognized authority and” 
leader of the jewelry trade. 4 





Go after Fall Business by presenting your product where it will come to the? 
attention of the greatest number of prospective buyers in a receptive 


. advertise.in THE JEWELERS’ CIRCULAR-KEYSTONE with “Ster- 


| - Fine”’ circulation covering 925 / 1000 of the industry's purchasing po 
. the only ABC paid circulation in this field. 


| SELL THE JEWELER AND HE WILL SELL THE CONSUM 


ee ee ee ee ee eee or ave seat t arene Ao MR LUE eR i EC A a AI AEN AS ANN ARE NNN AI 





